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When the new vending equipment to sell Coca-Cola in your house 


presents vou with first profits... the occasion will be a feature of 
your life as a house operator. Then you'll know why theater owners 
all over the country have been wearing those pleased smiles. You 
see... people every where like delic ious Coc a-Cola. When vou 
make it possible for them to enjoy Coke in your house, you pocket 

the profit. There’s a wide choice of vending equipment avail- 
able. For the money-making details, contact: The Coca-Cola 


In your Company, P. O. Box 1754, Atlanta, Georgia. 
theatre 


“COKE S A REGISTERED TRADE MARK 





Today’s She wants 
theatre patron attractive 


expects surroundings 
LIVING ROOM as well as 
COMFORT an EASY CHAIR 


De ean 


WAKEFIELD 


Heywood-Wakefield’s popular TC 700 
ENCORE Chair offers smart, modern 
design to dress up any theatre and deep, 
spring cushion comfort for its patrons. 
Comfort is our business... in theatre seating 


asin Hleyu ood 's famous household furniture 


The seat of the ENCORE is constructed with steel coil : 
like the Asheraft Tub Chair at top 


springs, properly graduated in compression for all-over 
ry 
comfort. The back, comfortably padded and protected by th HEY WOOD-WAKEFIELD 


all-steel edge around the top and sides, has a scientifically i 
Theatre Seating Diviston 


determined back to seat ratio for proper posture comfort. 
’ . . . , . Venominee, Vichigan 
For further information, contact your Heywood -Wakefield 

representative or write for the fully illustrated catalogue Sales Offices: 


on Heywood -Wakefield Theatre Chairs. Baltimore, Boston, Chicago, New York 
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SUSTAIN today’s boxoffice surge 
with furnishings that “‘make them want 
to come back.”’ 


NOW... 
You can afford 


RCA ANNOUNCES 
ON CARPETS 


Here’s a 3-way opportunity 
And it may never come again 














It’s your big chance to dress up your house with the finest at 
unbelievably low cost. 

It’s your big chance to get RCA custom-loomed Theatre 
carpet and International chairs—through your RCA Dealer 
—at prices you can’t afford to pass up. 











Meet your new public with a brand-new face 





The public is on its way back to the movies—to see today’s 
features—to see today’s new techniques. Keep them coming 
back with new chairs and carpets. 







SEE YOUR RCA DEALER TODAY 
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to modernize 


SPECIAL LOW PRICES 





]. RCA THEATRE 
CARPET AT AN 
ATTRACTIVE PRICE 


It’s true! For a limited time, lux- 
urious custom-loomed Leedom 
carpet is being offered at sur- 
prisingly low prices. Available 
in your own individual design or 
from a wide selection of striking 
patterns . . . Offers a combina- 
tion of beauty and durability 
you can’t beat. It will pay you 
well to look into this important 
buy now. 









THEATRE EQUIPMENT 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT, CAMDEN. N. J. 
in Canada: RCA VICTOR Company Limited, Montreal 


AND GHAIRS «nin ine ov 






- SUBSTANTIAL 
SAVINGS ON 





Now—more than ever before 

it makes sense to add “‘living- 
room comfort” to your theatre. 
The luxurious International 
‘*2300-2400’’ line and the 
economy-priced International 
**2000” line are both available 
at special low prices. This offer 
won’t last long, so it will pay 
you to contact your RCA 
Dealer now. 









INTERNATIONAL CHAIRS 


3. BOTH VALUES 
AVAILABLE ON EASY 
RCA TERMS 


Get all the benefits of moderni- 
zation . . . AND make profits as 
you pay ...on RCA’s easy terms. 
For a small initial investment 
you can take advantage of RCA’s 
money-saving opportunity, and 
get your modernization under 
way now. Get in touch with your 
independent RCA Theatre Sup- 
ply Dealer today . . . while these 
new low prices hold. 

















This is No. 20 for 
Western Electric and 
Westrex Recordings 


Westrex and Western Electric Recordings have 
won in 20 of the 23 years that the Academy has 
established an Award for Excellence of Sound. 


Westrex has always considered these awards a challenge for 
the future. Because research is the life blood of progress in 
industry, Westrex maintains laboratories in Hollywood which 
continue to engineer important improvements and develop- 
ments in sound recording and reproducing. 


More films are being recorded today on Westrex equip- 
ment throughout the world than ever before. The answer is 
quality in our equipment. Studios everywhere can depend on 
Westrex systems for photographic, magnetic, and stereo- 
phonic recording and re-recording to deliver the utmost in 
sound quality. 


Top-quality equipment and constant technical improve- 
ments are why Westrex and Western Electric recordings so 
consistently have won awards for excellence of sound. 


1952 OSCAR 


For the best achievement in 
sound recording by a studio sound department 
won by The Sound Department of 
London Film Studios 
for their Western Electric recorded film 
“Breaking the Sound Barrier’’ 


Producer and Director . David Lean 
Sound Director................John Cox 
Recording ..........Western Electric 


























WESTERN ELECTRIC 
EXPORT 
CORPORATION 


11] EIGHTH AVENUE, NEW YORK II, N.Y. 
HOLLYWOOD DIVISION: 6601 ROMAINE STREET, HOLLYWOOD 38, CAL. 


BB Westrex Corporation (zx 
‘Gy ) 
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Beto Jheatre is published the first week of each month, with the regular 


monthly issues, and an annual edition, the Market & Operating Guide, which 





appears in March, issued as Section Two of Motion Picture Herald. 
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@ On this day (regrettably close to dead- 
line) we count eight different picture pro- 
portions in effect or announced in the 
current attack upon Thomas A. Edison's 
venerable motion picture aspect ratio of 
approximately 4-3. Two in our compilation 
are accredited to Paramount, one of 5-3, 
one of 1.85-1. Universal also has two— 
1.85-1 and 2-1. 20th Century-Fox Cinema- 
Scope proportions are approximately 
2.52-1, on the basis of the picture pro- 
jected in studio demonstrations. The newly 
formed Magna Corporation has indicated 
a ratio of 2.25-| for a process expected to 
employ wide film, perhaps 65mm. And 
Cinerama proportions come to about 3-1. 
.. « It was shortly after World War II that 
Better Theatres began a sort of campaign 
for larger screen images. A variety of 
aspect ratios was not contemplated. One 
is enough. 





@ In courteous response to inquiry, our 
Hollywood colleague, Mr. William Weaver, 
reports: "The 3-D shooting being done here 
by the major companies is on the basis of 
a 25-foot picture in a theatre with a maxi- 
mum viewing distance of 75 feet and the 
preferred viewing position two-thirds of 
that distance back." That strikes a kind of 
"average which provides for control of 
stereoscopic distortion within practical 
limits; the 25-foot basis allows for pictures 
considerably wider, probably well over 30 
feet. 







| We note that the Society of Motion 
Picture & Television Engineers will be pretty 
well occupied with third-dimension and 
wide-screen’ processes at its 1953 con- 
vention in Hollywood the week ending 
May Ist. It may be or not be pertinent to 
recall that the last several conventions were 
dominated by interests of television. . . . 
Incidentally, the Society is endeavoring to 
increase its membership, and certainly the 
present technical furore in the industry 
offers a stimulating climate for this new 
campaign. 


—G. S. 






















AVING begun this year bedeviled into 


pursuit of a new dimension, the motion pi 
ture enters the second quarter in’ what 
might be called, for want of any need for a 
better word, a cinerampage. In recent 
weeks width has come to share the spotlight 
with depth as a direction of growth toward 
a screen image of greater public interest. 
Wide-screen systems” either announced o1 
actually adopted now number, at press time, 
five 

None ot these 


‘systems’ require specta 


tors to use “polaroid v lasses s Reporting ot 
oficial 


has commonly pointed that out, presumably 


them, intormed by announcements, 


to cite an advantage ovel technique that 


does require spectacles. It is an advantage 
tact that 


neither photographed Nor projes ted in three 


the 


from. thie picture ts 


derived 


dimensions. Since “wide-screen systems” do 
not produce or exhibit third-dimension pic 
tures, thes require that spectacles be worn 
only by patrons with defective eyesight, an 
requirement that 
irt since 1896, 


and light-polariz 


unavoidable has been a 


condition of the 
j Polaroid spectacles” 
ing spectacles suitably made of any other 


Polaroid——are peculiar to 


material than 


third-dimension because it is ulti 
mately by means of them that third-dimen 


‘Thus 


have 


pic tures 


sion movies have a third dimension. 


that pictures 


it Is third-dimension 


de pth, 
TAM hed 

‘The 
when you come to consider the application 
of these methods to the theatre, particularly 
of which the industry 


whereas “wide-screen, or “‘pano 


movies exploit width. 


distinction is extremely important 


to existing theatres, 


has some two billion dollars worth, not 


counting playhouses in other countries trom 
which the American industry also receives 
a rather substantial amount of revenue. 

lor the motion picture to grow in depth 
that the 


Phird-dimension processes 


does not mean theatre must be 
made longer. 
stercoscopy 
mension optically. 


stercoscoptometrists, whichever term ts pre 


achieves its new di 


that 1s, 
Stereoscopticians, or 


hegrowing Pains 


_.. an interim report on current efforts to extend 


the picture in two directions at the same time 





terred (it, indeed, either is), have a number 
ot mathematical equations which clearly 
explain this; however, enough is now 
known generally about stereoscopy for any- 
one to appreciate that adding depth to the 
motion picture does not implicate the di 
mensions of the theatre itself. 

On the other hand, adding to the wrdth 
of the picture is a matter of simple yard 
stick ‘Theatre 


choice of 


have some 


the 


reality. owners 


picture proportions among 


“wide-screen systems” so far announced; 


but, unfortunately, close examination dis 


closes this choice to be less advantageous 
than the ability to choose usually is. Demon 
strations and announcements have generally 
referred to pictures as much as 60 feet wide. 
Now if the proportions were 5-to-3, as in 
a picture 60 teet 


On the other 


the case of one “system,” 
wide would be 36 feet high. 
hand, if the proportions were 2'2-to-1, as 
in another case, a 60-foot picture would be 
24 feet high. 

A width of 60 


that of most auditoriums, especially at 


than 
the 


teet is also more 
screen end. Let us suppose that an existing 
theatre was not wide enough for a screen 
more than 40 feet wide, even if you shut 
off the rear exit doors (assuming you had 


some very good friends. in the fire depart- 


ment): than 5-to-3 proportions would give 








a height of 24 feet; 2'4-to-l 
a height of 16 feet. 

There are theatres only 40 
from wall to wall, and they may have ceil- 
ings scarcely over 16 feet from the floor at 


An auditorium 24 


proportions 


feet wide 


the first of seats. 


feet high is a good-sized one, found only in 


row 


a minority of theatres. 
& 


> ijn solutions of at least some of these 
problems may of course be inherent in 


the “systems” themselves. For example, it 
has been thought that the distance between 
the first row and the screen should not be 
much less than the width of the picture; 
“wide-screen 


first 


recent 
the 


and tor one of the 


system” demonstrations, row of 
seats was placed 60 feet from the screen, 
which distance approximately equalled the 
width of the picture. We were told, never- 
theless, that it did not make any difference 
how close to the screen the audience sat. 
As in that matter, data so far withheld 
possibly contains also a solution of the pic- 


ture illumination problem. Developments 


in screens that would appear to be just 
what the art has needed tor more than 30 
years, have been reported in the press quite 
consistently within just a few recent weeks. 
The possibilities of “lenticular” embossing 


Representa- 
variations in 
“aspect ratios’ 
thus far adopted 
for ‘wide - screen’ 
projection, com- 
pared with a 
standard 35mm 
film frame. Top 
white area in- 
dicates the Cine- 
maScope image. 
The other two 
(middle, Para- 
mount; lower, Uni- 
versal) are pro- 
portions achieved 
by reducing aper- 
ture height shown 
by dotted lines. 


tive 
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... offered by the editor 
of Better Theatres 
on the basis of 


available information, 


especially concerning the 


recent developments in 


“wide-screen systems” 


have offered considerable promise for some 
time. Generally speaking, however, tech- 
nical details of the new screen developments 
have not been divulged to any convincing 
degree. 

Fortunately, projection carbon arcs and 
related optical systems have advanced sub- 
stantially in the last five or six years. We 
now have reflector lamps capable of produc- 
ing more than 20,000 lumens at the arc. 
If we were figuring on the basis of a flat 
screen, we could calculate that a 10mm 
positive trim burning somewhere between 
95 and 100 amperes should give us about 11 
toot-candles at the center of a picture 60x30 
feet, with about half that at the sides, or 
around 8 foot-candles across the screen. Pic- 
ture brightness would then have a light 
value of something like 6 foot-lamberts—if 
our screen were brand new. 

An “anamorphosic” lens in front of the 
projection lens of course would render this 
without 
considering it, the brightness reading for a 


expectation less optimistic. Even 
60x30-foot picture, as calculated above, is 
considerably under the SMPTE standard. 


And 


pushed up light delivery to the film as far 


carbon are technique has already 
as it can go without damage from heat. It 
is therefore reassuring to learn that in addi- 
tion to the benefit of curvature, the new 
screens are or will be of substance and sur- 
face which overcome the deficiencies thus 
far of the light source itself. 


QO ESTIONS that arise now as a result of 
the two-directional explorations, the 
multiplicity of systems proposed, with some 
promptly adopted, and the technical reti- 
cence which tends to surround them, prob- 
ably will be answered in good time to guide 
theatre operators—at least those with thea- 
tres of a kind and location to be potentially 
involved—in preparations for their applica- 
tion. That prospect is the more plausible if 
the number of different systems can be held 
down to, say, not more than twice their 
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present quantity, which seems a likely ex 
pectation in view of the number of major 
sources of product. 

The very multiplicity of systems, more 
over, points to a flexibility of technique of 
which the average exhibitor could take ad- 
Two of the “wide 


vantage at any time. 


screen systems” thus far announced affect 
changes in proportions simply by introduc 
ing into each projector an aperture plate 
with the height of the aperture reduced. 
As we have here noted, the proportions 
among the the various systems vary to a 
certain degree, indicating a range of selec 
tion. ‘Thus an individual exhibitor could 
set up his own proportions, according to the 
conditions of his theatre and equipment. He 
then would need only to purchase one of 
the new light-amplifying screens and a pair 
of projection lenses of proper focal length 
for his own particular “aspect ratio.” 

It might occur to some showmen, as they 
got into the spirit of the occasion, to exploit 
the “aspect ratio” of his picture as an ex 
We take a 


public 


clusive feature. dim view of 
such promotion—the simply isn’t 


interested in such technical details. 

Not that glamour needs to be contined 
to personalities. Not all showmanship is 
to be found nowadays in the world of the 
theatre. Consider how the automobile in 
dustry, in constantly marketing new models, 
exploits their new gadgets, often with fanci 
ful names conceived to stimulate the imagi 
nation of the public. And when one reads, 
refriger 


for another example, an electric 


ator advertisement, one is moved to ex 


claim, “All this and 
that 


a cooling unit, too?” 


Ours is an age responds to the 





Glamour of the Gizmo, and it may vers 
well be the theatre can take advantage of it 
Just the other day, in speaking at the 


National Drive-In Mil 
waukee,Herbert Barnett, president of the 


Convention in 


Society of Motion Picture Engineers, told 


the assembled exhibitors, ‘Uhird-dimen 
sional pictures mean many things to differ 
ent people—everything from Cash to Con 
fusion. Yet no one can deride the cheering 
fact that movies are avain tront page news.” 

And in the New York Times of March 
28th, Bosley Crowther, film critic of that 
authoritative newspaper and as such a rep 
resentative of the public’s point of view, 
wrote in a special article for the magazine 
section: 

“This is the time, beyond doubt, to ex 
periment with all the many ways of improv 
ing projection that the engineers and archi 
tects have long proposed—the carry-off of 
the screen’s borders; the development ofa 
‘marginal surround’ whereby lighting would 
give the illusion of peripheral vision and the 
absence of a ‘frame’; the variation of ‘aspect 
ratios’ so that the proportions of the image 
would not be fixed but would conform to 
artistic expedience ; ‘stereophonic'—or mul 


tiple-outlet—sound. ‘here is quite as much 


enjoyment of 


viewing films by making such logical im 


chance for increasing the 
provements as there is in spectacular 3-D 
This is nota time to be kidding the public 


with exaggerated promises.” 












New Th 










Reflector color lamp — 














Sketched are some of the ways the new re 
flector color lamp can be effectively used 
In the lobby area (above) pink or blue 
white downlights create a pleasant tinted 
atmosphere. Stronger colors in the bullet 
housings aimed at the wall provide striking 
accents of color and brightness. At the far 
right the lamps are combined with fluores 
cent to produce color accents on a decora- 


tive panel and a poster panel. Incorporating 










the reflector lamps into a ceiling fixture is 
demonstrated in the right 
Blue-white or pink might be used for the 
overhead spotlight and a background lighted 


view directly 


by the stronger red, blue, green or yellow. 
How the lamps can be used to flood posters 


with color 


HE pp ‘MURSQA™ 
PHI Lippi yh 






stronger shades—is shown below. 
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MOTION PICTURE theatre 
operators have long recognized, and taken 
advantage of, the opportunity presented by 
colored lighting to attract the patron with 
vay, festive splashes of color, and to create 
a stimulating or relaxing atmosphere, as 


desired, inside the theatre by means of 


judicious use of color in lighting and dec 
oration. 

\ new line of reflector color lamps just 
announced by General Electric promises to 
colored 


simplify and expand the use of 





How the filament lamp with built-in reflector 
now can spot or flood decor and displays with 
color, explained by C. N. CLARK of General 
Electric Company's Nela Park Lamp Division. 


eatre Lighting Tool 














lighting in theatres. “The 


new lamps have a permanent, baked-on col- 


motion picture 
or filter, and a built-in reflector to create a 
controlled beam ot colored light. They rep- 
resent an important advance in the field of 
colored lighting because the colors torm a 


balanced, compatible group. 


SIX COLORS TO VARY EFFECTS 







Six colors were selected, to meet a wide 
variety of applications, There are four basic 
yellow, 


‘These four are equally 


colors of strong saturation: red, 
green, and blue. 
spaced as to hue and form complementary 
pairs. ‘Thus these are harmonious colors 
strong, clean, emotionally attractive and 
satisfving. In addition to these four there 
are two lighter tints: pink and blue-white. 
With these six colors, a great variety of 
other colors and efttects can be obtained. 
Mixture of two colors can produce useful 
instance: yellow 


intermediate hues. For 


plus red makes amber; red plus blue makes 
purple. When yellow is combined with blue 


(Continued on page 50) 
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Electroaire Sterilizers 


U.S. and foreign 
patents applied for 


Your protection and insurance 
against liability claims which might 
result from contamination on new 


or re-used glasses .. . 


A beautiful machine operating in 
your lobby—to attract favorable at- 
tention—to win confidence of pat- 
rons —to reduce glasses-handling 


costs ... 
Readily movable from theatre to 


theatre to meet 3-D picture dates . . 


MODEL KRG-10 (sterilizes 1,000 
glasses per hour)......: $1,290 


VODEL KRG-20 (sterilizes 2,000 
$1,890 





glasses per hour)... .. 


Steriloptics 
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Inc. 






for 3-D glasses 


Available for 
quick delivery! 








Developed by Paramount 
Pictures, as a service 

to the industry, in 
cooperation with the 
Electroaire Corporation 









® Meets all health board requirements to 
protect the public against the danger of 
infection in the use or re-use of 3-D glasses. 







® Easy to operate. 








® No chemicals or re-fills required. 







® Uses only a few cents worth of electricity 






per month. 





® Odorless... leaves no chemical deposit to 





irritate the skin. 









® Harmless to the glasses. 






37-40 12th St., Long Island City, N. Y. 
Telephone: RAvenswood 9-1328 





On the House 


%* editorial reports and comment on events, trends, people and opinion 


Drive-In Operators Told 
They Need More Light for 3-D 


WITH THE AUTHORITY of 
the ofhce of president of the Society of Mo 
tion Picture & ‘Television Engineers, Het 
bert Barnett afirmed the fact, in his address 
at the National Drive-In The 
atre Convention in Milwaukee, that third 


last month 


dimension—and we insist the term prop 
erly means stereoscopy and nothing else 
is not for drive-in exhibition. That, at any 


rate, is the way the situation stands now, 


likely to 


a way is found to get more light 


and is remain until, as could 
happen, 
through to the audien ce 

While Mr. Barnett spoke, a large drive 
in some 90 miles to the south, in Chicago, 
was showing “Bwana Devil.” Perhaps the 
speaker was thinking of such things when 
he told the story of the fellow who wanted 
a very fetching lady 
The fellow had three rea 


Mr. Barnett 


said, “T’ve yot a lot 


to persuade young 
him 


otte: 


to marry 


sons to her, related. 
“First,” the fellow 
"The girl broke in, “Never mind 
the other hitched.” 


Going on from there, Mr. Barnett said, 


of money 
two. Let's get 
“There are practical limitations to the use 


of 3-ID in the large drive-in theatre that 
can’t be overcome by wishing. Metallizing 


4 hec ker 


board appearance is the big problem.” 


youl present screen W ithout the 
Putting it that way seems to us to lay 
stress on the wrong end of the problem. 


The big problem is lack of sufficient light 


at the 
relatively small one to shrink the picture 


source—and a drive-in has to be a 


enough to overcome it. That is the upshot 
ot Mr. 


taken as a 


Barnett’s reference to the prob 


lem, whole. Regarding the 


“metallizing”’ ot the screen, he went on 
fo sAV: 


“This will slight 
ilumination. You have probably done all 


give you a gain in 


vou can now to increase your light source 
ind to improve the efficiency of vour light 


12 


transmission. Against this, as a result of 
using the necessary elements of a polariz- 
ing projection system, you end up with 
around half your original screen bright 
This forced to 
accept a marked reduction in the effective 
well can the 


ness. means you will be 


area of viewing. And how 


patrons see even now i1n the best areas?” 


Thus disposing of the present possibilty 
drive-ins, 


of third-dimension pictures at 


Mr. Barnett considered the adaptability of 





NEW TESMA SYMBOL 


Vy) Ge 7S 
YacryperS® 


The Theatre Equipment & Supply Manu- 
facturers Association—twenty years old 
this year—begins its third decade with 
this new seal or trade-mark, instituting 
a slogan for the organization that suc- 
cinctly and truthfully expresses the role 
of its members. Together with this slo- 
gan, "That the show may go on,’ the 
symbol is one submitted to the Tesma 
board of directors by Ben Adler of the 
Adler Silhouette Letter Company, who 
was chairman of the committee ap- 
pointed to develop a new trade-mark. 
Other members were Edward Alman, 
Capitol Stage Lighting Company; Ed- 
ward Lachman, Lorraine Carbons; E. J. 
Vallen of Vallen, Inc.; Harold S. Wendt 
of the Wendt Advertising Agency; W. S. 


Dwinnell, Minneapolis Securities Corp. 











drive-ins to “Cinerama” and other so- 
called “wide screen” methods involving a 
curved screen. He said that these might 
“be an advantage to rear-seat viewing on 
ramps which now cut off the top or bottom 
of the screen.” 

The 


rama, 


“custom-made” character of Cine- 


however, seemed to him to rule 


out this particular “‘system’’ because of 
cost. “The cost of installing Cinerama,” 
he said, “and the revamping of the car 
area would seem to warrant the building 
of special drive-ins for this system.” (In- 
cidentally, Mr. Barnett recently left Gen- 
eral Precision Laboratories to join Cine- 
rama, Inc., as executive vice-president. ) 
Concerning CinemaScope, he could ofter 
no comment because of a lack of facts con- 
cerning it—a deficiency that has 
tied others than Mr. Barnett. He noted 


that “no data are available on light out- 


tongue- 


put, screen brightness and other needed in- 


formation” necessary to judge Cinema- 


Scope. 
NEED OF TESTING SEEN 


He left the drive-in with 


these words of caution concerning the cur- 


operators 


rent technical upheaval generally. ‘I shall 
have failed in my mission here,” he said, 
“if you leave with anything but a desire 
to proceed with caution. Certainly, all of 
the processes we have been speaking of 
have been tried before, some of them many 
vears ago. But this doesn’t mean they are 
fully developed. On the contrary. It’s still 
the difference between the engineer's model 
and the automobile in production. In_be- 
tween there must always be a vital try-out 
on the proving grounds. 
“If it is any satisfaction 
new processes are making life harder for 
Central and 
must be 


to you, these 


the producer and director. 


screen action 


Scenes will be longer 


peripheral-vision 
planned with care. 
and the pressure on talent will be heavier. 
Close-ups in stereo films must be handled 
like bombs. 

“For example, in a 3-D short now in 
distribution, a famous ballet dancer pirou- 
ettes in a medium shot. As her outstretched 
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arm swings toward the camera, it sud- 
denly elongates from its normal 25 inches 
to 81% feet. Everyone ducks in the first 
ten rows. Imagine what would happen if 
Miss Jane Russell . . .” 

The SMPTE, as Mr. Barnett pointed 
out, is planning a booklet on all of the 
current “processes,” and even illustrated 
lectures in various parts of the country. 


Exhibits at the 
Drive-In Meeting 


THE EQUIPMENT exhibit 
which was a part of the Nationa) Drive-in 
Convention held in) Milwaukee, March 
24-26, had some 50 booths. Among com- 
panies displaying products were: 

Selmix Dispensers, Inc., Long Island 
City, N. Y.: drink dispensers. 

Miracle Whirl Sales Company, Grinnell, 
la.: pony ride and “Kiddie Fairyland.” 

Curtis Candy Company, Chicago. 

The Star Equipment Company,St. Louis: 
hot dog machine and popcorn warmer. 

Tom Huston Peanut Company, Colum- 
bus, Ga.: toasted peanuts and 18 different 
kinds of peanut butter sandwiches, also 
candies; and vending machine. 

Wander Company, Chicago: ‘“Toddy” 
chocolate malt-flavored milk. 

The Ballantyne Company, Omaha: pro- 
jection and sound equipment, screen tower 
(shown in a model) and_ third-dimension 
projector interlocking equipment, both 
electric and mechanical. 

Manley, Inc., Kansas City, Mo. : “Super- 
Stadium” drink machine “Ice-a-Bar” and 
“Aristocrat” console type popcorn machine. 

Gunderson Millwork SF Supply Com 
pany, Portage, Wis.: “Portage Jib” screen 
tower, displayed in miniature. 

RCA, represented by Vie Manhardt 
Company, Milwaukee: in-car — speakers, 
auditorium chairs, RCA projector, “Brite- 
Are” projection lamp, rectifier, 3-D kit. 

J. k. Burke Company, Fond du Lac, 
Wis.: model of variety playground swing. 

Nehi Corporation, Columbus, Ga.: dif 
terent flavored “Royal Crown” drink syrups. 

Variety Construction Company, Minne- 
apolis: model of prefabricated screen tower 
of wood and steel. 

Minneapolis Speaker Recording Com- 
pany, Minneapolis: in-car speaker rebuild- 
ing service. 

Armour &F Company, Chicago: packaged 
meat products and frankfurters; screened 
trailer offered free for advertising refresh- 
ment service. 

Carbonic Dis pe nser, Tne a Canfield, ( Shio: 
drink dispensers. 


(Continued on page 52) 
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Cut Screen Painting 
Maintenance Costs! 


For More Light Reflection 


- For a Completely Uniform Finish 
- For a True Outdoor Flat Finish 
* For Lasting Durability 


Whatever your screen surface may be——wood, metal, plaster- 
board, cement—-the Tropical painting system provides a 
prime and finish paint combination to exactly meet your 
needs. You get a true outdoor flat finish—one that is formu- 
lated for the job and will stand up to any weather or moisture 
condition. 

The right Tropical finish can substantially reduce your 
maintenance costs while providing top-quality reproduction. 
Call in your Tropical distributor and get the facts—-or write 


us. 


FREE! Your letterhead request brings complete in- 
formation on Tropical paints for outdoor screens. Address: 


The Tropical Paint & Oil Co., 1148-1246 W. 70th, Cleveland 2, 0. 


Heavy-Duty Maintenance 










Subsidiary of 
Parker Rust Proof Company 


READ THE AVS —Heyre rowa/ 


















at 15% MORE LIGHT 


ON YOUR SCREEN fol 
aC ) 


Top Screen Mumination 
No Breaking — Pitting — Tarnishing 





Top Performance at Highest Lamphouse Temperatures 
Ah Life Sever For Drive-in Theatres and Continuous Run Houses 


Real Economy Eliminetes Continual Replacements and Spore Reflectors 
i SEE YOUR THEATRE SUPPLY DEALER 
Manufactured by HEYER-SHULTZ, INC. Cedar Grove N J 
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to the design, equipment and operation of outdoor theatres. 


A regular department devoted 





TAXES AND INSURANCE 


Thirteenth of a Series on GETTING INTO THE DRIVE-IN BUSINESS 


By WILFRED P. SMITH 


Former drive in circ uit exec utive, now oper 


ator of his own drive-in at Ledgewood, N J 


rwo tTEMS of mayor 


concern in drive-in 
ration are taxes and 
msurance In regard to 
the first, drive-in opel! 
itor are subyect to 


both estate and 


real 
personal property taxes 
It you are yoing to re 
and = just 


the 


ceive a tai 


evaluation t bo counts trom tax 
important that you alert your 
rtain facts and assume the of 
tensive rioht at the 
Phrou 
thred i 


" 
rm) along 


outset 

Hes ha been 
Ihe 

observation—but 


\ drive in 


i world premiere ot the 


h publicity our bu 


ver lucrative writer 


with that 


only when 1 \ t! is mild 


operator 


' 


most unportant motion pieture and 


with it it the elements are against him 
there is thre matter of 


my cost Compare thie 


Secondly operat 
expense ot 
1400-seat indoor 


the obstac les 


running 
i OOU-car drive-in witha 


der to survive 


' 
theatre In on 


of payroll, film) costs, maintenance and 


ixes, the drive-in operator must gross in 


what the indoor theatre does 


Vhis in 


Thirdly there is. the 


hive months 


in twelve itself is quite a gamble. 


matter it 


beliet 


main 
Contrary to 
propel 


requires a fwelve-me 


tenance cost among 


many outsiders, the upkeep ot a 


drive-in nth 


And 


senson alone 


program, 


preparing for the opening of a new 


not less than $2,500 for 


costs 


the average 600-car drive-in’ operation. 


With these basic considerations in mind, 
tacts 
about the drive-in which should be brought 


let us now turn to a few specific 


to the attention of your local tax assessor 
on the day he reviews your property. The 
following suggestions refer to real estate 
taxes: 

1. Did the establishment of your drive 
in cause a rapid influx of permanent resi 
thereby burden on the 


No 
) 


2. Did the building of your drive-in ne 


dents, creating a 


town? 


cessitate an added cost to the municipality 
in the way of sewerage, extension of water 


lines, improving or constructing new 


streets? In the vast 
3. Did 


families to live in your community, making 


majority Of Cases, oO, 


the drive-in invite or attract 


it obligatory for the town to supply addi 
tional school facilities? No. 


DRAWS OTHER ENTERPRISES 


4 Does not 


in make it attractive for othe 


the erection of vour drive 


new enter 
prises that will bring additional revenue in 
the way of taxes and employment to other 
people in the municipality? Yes. 

5. Do we not pay direct wages to special 
police for the protection and trafic control 
Y« ‘. 


the drive-in makes 


of patrons attending the drive-in? 


6. Isn't it true that 


it possible for charitable and service or 


ganizations to raise funds through spon 


sored benefit shows? Yes. 

7. Is it not true, for the above mentioned 
reasons, that whatever the assessment, the 
100° clear money in the cofters of 


Yes. 


tax Is 


the town treasury? 


8. Is it not true that the land the drive 
in occupies brought little tax return prior 
to your building that drive-in? Yes. 

9, Will it not be true, that if through 
burdensome real estate and personal prop- 
erty taxes, your drive-in is a failure, it will 
no longer be a source of tax money? Yes. 
(If the site was farm land, it would prob 
ably not be good for agriculture again be 
cause of chemicals used in the building and 
maintenance of roads and ramps. ) 

10. Isn’t it that 


invites the installation of a 


quite possible your 
establishment 
shopping center with parking facilities con 
venient for the residents and visitors from 
out-of-town? Yes. 


11. Would 


shopping center offer employment and addi- 


not the erection of such a 


tional beneficial to the community ? 


Yes. 


12. Isn't it plausible, then, to arrive at a 


taxes 


minimum tax assessment at least for a 


period of tive years before passing judgment 
whether or the enterprise 1s 


as to not 


qualitied to have an increased assessment ? 


Yes. 
‘The aboy © are 
that 


just a few of the facts 


must be impressed upon the tax as 


sessor in real 


equally 


to personal property with which he should 


respect to estate taxes, 


important are the facts applying 
be made acquainted 

the tax 
he is likely 


over-impressed with its vastness. The giant 


In many cases when ASSESSOI 


first sees your drive-in, to be 
steel screen, hundreds of posts sticking out 
of the ground, gadgets with rubber-covered 
all of these 


tend to boil his enthusiasm to the point 


cords suspended by each one 
where he thinks he is in the Garden of 
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Eden and the fruit is just right for easy 
picking. It is at this point that Mr. Tax 
Assessor must be advised of the following 
in regard to personal property. 

1. Is it not true that the screen struc- 
ture could not possibly be used for any 
other purpose? Yes. 

2 M3 


person or business? None. 


what value is it to any other 
3. You will agree that an automobile is 


more of an asset than this screen is to 
another person or business. 

4. ‘These speakers, now: Over a period 
of five years every one will be replaced 
due to depreciation because of being exposed 
And in 
they will be removed by forgetful patrons 
or in outright theft. In any case you can 
the conclusion that this 


worthless other than 


to the elements. many instances 


readily come to 
gadget is absolutely 
for the purpose of its installation on these 
premises. 


2: Now 
underground cable. What could it possibly 


let’s analyze the value of the 
be worth even to a junk dealer once it is 
buried 2 or 3 feet 

‘These suggestions and formula of ap 


down? 


proach comprise no intent on the part of 
the writer to lead the reader into believing 
he should be placed on a preferred list by 
the tax assessor. It is rather intended to be 
a helpful guide for both the owner and the 
arrive at an 


tax assessor in 


amicable and just assessment for what the 


trying to 


trafic can bear. Only by laying the cards 
on the table and familiarizing the tax as- 
all the facts 


TEAC hed. 


sessor with can a fair con 


clusion be 
INSURANCE COVERAGE 


‘Turning now to the insurance depart 
ment, we are primarily concerned with fire 
and casualty. Both offer vital protection in 
our business, Next in line is machinery in 
surance. 

Fire insurance policies are generally 
short-term contracts and are renewed every 
vear or every few years. The premium pay 
ments of course are governed by the type 
of property and its liability to fire damage. 
As an illustration, the premium payments 
tor all-steel 
towel nominal compared 


with that constructed ot wood or other in 


fire imsurance on an screen 


would be very 
flammable material. “he same also applies 
to the material used in the construction ot 
the buildings on the premises, such as office, 
building housing the 


box-office, a main 


projection booth, restrooms, refreshment 
area and utility workshop. In this category 
is also placed the attraction sign. 

One may question the advisability of car 
rving a small amount of fire insurance on 
an all-steel screen tower. It is recommended 
for an owner whose screen may possibly 
be located near a heavy forest area. Should 
fire the tremendous heat 


a torest occur, 


could seriously scorch the paint and possibly 


distort or weaken the supporting steel 
members or face plates of the screen, Other- 
wise insurance on this item isn’t necessary. 

On the other hand, full fire insurance 
coverage to the hilt is indeed recommended 
if the screen tower in- 
flammable materials. Not only coverage of 
the structure itself is advised, but of all 


is constructed of 


contents of any storage space housed there- 
in. Light fixtures, electrical panel boards, 
plumbing, landscaping equipment, coun- 
ters, refrigerators, refreshment dispensing 
equipment and all other tools and equip- 
ment used in the maintenance and opera 
tion of the drive-in, wherever they 
installed or stored should be fully covered. 

Furthering your fire insurance program, 
partial or full coverage should be carried 
on the main attraction sign structure, If 
entirely of steel and 


are 


it is constructed 
houses transformers for the purpose of neon 
lighting, at least enough coverage should be 
carried to defray the cost of repainting and 
replacement of letters. Fire can be caused 
by the transformers short-circuiting. Full 
coverage, to cover the cost of the attraction 
sign itself should be carried if the structure 
is of wood or a combination of wood and 
metal. 

Probably no other hazard is of such con 
stant concern as fire in the operation of a 
drive-in. This is not only true of the prem- 
ises itself; a drive-in operator should also 
be alert to the possibility of a car parked 
on the ramp catching on fire. 

An extinguisher should be placed at con 
venient locations to be prepared for such 
an emergency. 

The preferred locations would be in the 
box-office, where it could be handily given 
to an attendant who would have need of 
Other 
the main exit door of the projection booth, 
and the main exit of the refreshment build 
ing. Above all, fire extinguishers should be 


it in a hurry. good locations are 


placed in the drive-in. truck. 


CASUALTY INSURANCE 


Another form of protection 


in the operation of drive-ins is casualty in 


necessary 


surance. This protects the owner from law 
suits filed by 
whose property he has injured. This type 


persons he has injured or 
f coverage also will provide payments to 
the insured person for accidents which hap 
pen to himself or to his property. 

The various kinds of casualty insurance 
include liability, forgery, workmen's com 
pensation, cyclone and tornado, flood, theft 
and burglary, automobile, hail, explosion, 
and plate glass. 

A minor insurance that could be applied 
to the operation of a drive-in is machinery 
insurance, In a drive-in having a_ play 
ground, this coverage protects the owner 
from losses due to mechanical breakdowns. 
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method in 


Management 





* 


staff supervision 
institutional advertising 
exploitation equipment 
housekeeping & maintenance 


and related activities 





ETWEEN the man 
ager and the public is a 
very thin line of com- 
munications. In cir- 
cult operation — espe 
cially, this line, to an 
important degree, is the 
theatre staff. 
The selection of all the 


members of this. staff, 


service 


will, to a large extent, decide the degree 
of appeal the theatre will enjoy. 

These people will be the eyes and ears 
of the management; they will transmit to 
the manager the comments, suggestions and 
criticisms received from and at 
the same time they will be Ais ambassadors 
of good-will. The larger the theatre and 
the town, the more dependence the man- 
ager must place upon his service staff. 

While not actually a part of the service 
staff, the .dssistant Manager definitely en- 


patrons, 


ters the picture as the responsible super- 


visor of all the related activities of the 
that reason, extreme care 


and 


service staff. For 
should be 
training of an assistant. The right man (or 
woman) can lighten the burden of routine 


exercised in the selection 


duties and petty details. 

In a circuit of theatres, the assistant 
managers form a pool of experienced young 
people from which future managers are 
drawn. In most instances an assistant man- 
ager comes up through the ranks from 
the usher or doorman position, though 
occasionally he may graduate by way of 
the vending department or even projection 


and stage crews. 


BETTER THEATRES SECTION 





Maintaining a Competent Staff 


SECOND ARTICLE OF SERIES: 





Motion Picture Theatre Management 


By CURTIS MEES 


In later years, however, there has been 
a dearth of young people interested in 
working up by the above route, which has 
given rise to opportunities for promising 
young men of college training to become 
assistant managers without prior theatre 
experience. 

At the outset of his training, the Assis 
tant Manager will be given close super- 
vision of the floor operations. Here he will 
observe sound and projection, see that the 
ushers and doormen are fulfilling all their 
duties, and talk and 
check the cashiers in and out. 


Through his work with the cashiers he 


meet with patrons, 


will learn the paper work connected with 
the theatre, as he will have to know how 
to make out hourly reports on ticket sales, 
the daily box-office statement, the pass rec 
ords and related items. 

Gradually the 
into the other phases of management. He 
of the ads after watching 


assistant can be taken 
can do a few 
“the boss” prepare layouts and getting the 
basic ideas in mind. Nothing is quite so 
inspiring as to see one’s own work repro 
duced in the newspapers for all the world 
He should be encouraged to do 


to see! 


his share of public relations work by join 
ing in Civic activities. 


Unless the into the 


assistant is taken 


confidence of the manager, he will feel 
“left out” and not sincerely respected. He 
should learn early to be discreet about 
handling confidential matters. ‘The man 
himself in the so 


that 


ager well interest 


cial life of his assistant, at least to see 


may 


he has one for balanced living. Do that and 
vou will be well on your way to having the 


kind of assistant every manager wishes tor 


CASHIERS G BOX-OFFICE 


The first, 
contact between the theatre and the pub 


She 


possibly the most important 


lic is the cashier. answers the tele 
phone as well as dispenses tickets. Her atti 


tude and personality is a critical factor of 


public good-will. Extreme care should be 
given to her selection and training 

She should have a pleasant personality 
coupled with the patience necessary to deal 
with tedious or unpleasant situations and 


still Her 


should be attractive without 


come up smiling. appearance 


being garish 


She should have the intelligence nece 










ary to fill out her box-office reports accur- 3. ANOW YOUR JOB: Get the answers in 
advance to these questions— 


A. Schedules—Memorize starting times on 


35 YEARS OF WORLD LEADERSHIP 

ate ly, and to calc ulate tic ket prices quickly 
and give proper change with manual dex 
terity. And she should be able to answer eg Prices—Learn total prices 1 to 
the telephone with a voice and manner “natin Miles wrlnes i wetial socontoity 


which will give character to that important Child age limits 


operation. C. Babes in arms and pets—-Rules govern- 


Another factor that should be included is ing entry. 
D. Mechanics of ticket selling—Learn the 


> 
TRIPLE THE LIFE OF that of personal honesty and integrity. ‘This Pach : é 
simple methods of placing tickets in machine 


‘ t be ete ine ole o ‘ ° . . 
CAEEY d rmined solely through an and taking hourly readings. Never sell loose 


CURTAINS AND EQUIPMENT interview, but should be a matter for in tickets, instead make refund. Keep at hand a 


vestigation by the manager through sources chart showing complete range of various 


WITH THE VALLEN JUNIOR open to him. such as credit bureaus, bond price tickets and combinations thereof. (See 


. 5 imen and explanation below.) 
ing companies, police department, and ref- on p : 


; ‘ : " E. Change making—Learn how to make 
erences furnished in her application. Con ranidl ith sh; achi 

@ Nolssless, Com- change rapidly with your change machine 

+e . . sidering the large amounts of money en and set up system for handling large bills 

pact, sate Se ON trusted to the care of the cashier, it is only Beware of anyone who asks for several kinds 


fair to all concerned that her background of change on a fairly large bill—it may be 


a “gyp.” 
" ciabel ' hi i> ath F. Hourly report—Take readings promptly 
. 1 screening prospective cashiers, 
® Controlled by é Hey ; y “I aeee, on the hour and compute hourly revenue and 
usually good practice to paint a_ rather cumulative total 


© Simple to install 


be closely examined. 


Vallen's exclusive 
one-button Start, black picture of the long hours and work G. Daily box-office report—This is a re 


Stop and Re- 


verse Control 


a Allows manual . TICKET SALES CHART 
operation . “Aaa 2 4 r 7 8 
.90 1.80 ‘ 2.70 3.15 3.60 


1.00 190-2 280 3.25 3.70 
RS 
Te ; 1.10 200 2. 2.90 3.35 3.80 


3 

1.3 

1.4 

FOR YOUR PROBLEMS . . 1.5 
ae : 1.20 1.6 2.10 : 3.00 3.45 3.90 

1.7 

1.8 

1.9 





VALLEN IUNIOR 


1.30 2.20 J 3.10 3.55 4.00 
1.40 2.30 ; 3.20 3.65 4.10 
d 1.50 2.40 d 3.30 3.75 4.20 
1.15 1.60 2.05 2.50 : 3.40 3.85 4.30 
1.25 1.70 2.15 2.60 J 3.50 3.95 4.40 


This chart was prepared for a combination of 45¢ adult tickets, and !0¢ children tickets. 
By running across the page to the column listing the total number of adult tickets desired, 
and then dropping down to the line listing the number of children's tickets desired, the total 
amount due from the patron is quickly arrived at. Similar charts should be prepared for all 
price combinations in use, extending them as far as desired for total tickets sold in groups. 

















ing conditions, as well as holiday and Sun sume of all ticket sales broken down for 
day schedules, so that the applicants will matinee and night totals. it is most important 
é to have this accurate. If there are any over 
not be expecting usual business hours. And . 
; : ages or shortages in daily receipts, they 
they may be pleasantly surprised to find RAR ol ties aly Maw) Seieae 
the job less exacting than expected and be H. Pass ticket record—Keep a record on 
more pleased with their job. Naturally, a small pad (or company form) showing 


there should be a clear-cut definition of tickets issued to season passes, listing pass 
holders, and those tickets issued on trip 

salary and the working schedule. passes 
Throughout the years, most of the ma I. Cashiers bank—Check your change bank 
jor theatre circuits have developed standard on each change of shift. Keep enough change 
procedures for training cashiers, as well as on hand to meet rush selling periods. Pay 
the other service personnel, and the meth only petty cash bills presented to you which 

have been approved by the manager. 

ods outlined in general here are applicable + HOLDUP PROTECTION: There are 
to most operations. For sake of brevity, We three cardinal points which, if followed, will 


vive only the basic subject matter for con minimize danger of holdups. Others are im- 

sideration, leaving it to each manager to portant and will be discussed in a subsequent 
’ : : rt é anag ) 

hapter, but far as the cashier is conce 1 

elaborate on those matters most important  S7#PfEh ONE so siheubde sbeebs ccnahe aes 








these are the primary points which affect her 
to his particular operation, operations: 





A. The cashier should never allow large 


YOUR QUESTIONS ARE INVITED. If you have a INSTRUCTIONS TO CASHIERS accumulations of currency to remain in the 
problem of design or maintenance, the editors of box othee. Call the Assistant Manager to 
a_i : 1. APPEARANCE: Be neat, avoid jewelry ake a “pickup” as money builds up le 
BETTER THEATRES will be glad to offer sugges- ‘ jewe make a “pi kup” as money builds up. If time 
: f ‘bl h and heavy makeup permits she should count and strap her cur- 
tions. Please be as specific as possible so that 2. PERSONALITY Let it. shine through rency, but in exceptional instances she should 
questions may be answered most helpfully. Address vour smile and in your voice on the telephone simply stuff the currency in a money bag 
your letters to BETTER THEATRES SERVICE DE Control temper. Remember to look patrons in and let the counting process wait until it can 


PARTMENT, Rockefeller Center, New York. the eves and say, “Thank you be done more safetly in the othce. 
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B. Money should be kept out of sight! : 
C. Never argue with a robber! The money 
is insured (or should be) and the life of an THE Continuous Duty POWER SOURCE 
employee is worth far more than the small . 


change involved in resisting a hold-up. The ; 
REQUIRED FOR 3-D PRESENTATION 


only useful service you can perform for the 
theatre at this point is to remain calm 
and observe the robber for identification. 
Notice Acight, weight, coloring, clothing, and 
any identifying marks. 

5. TELEPHONE CALLS: The telephone is 


very important, for many potential patrons may 


be influenced to come or stay away by your seen 
MOTION 
telephone manners. PICTURE 


A. Be concise and accurate in giving in- 














formation by phone. Don’t waste your time 
or the patron's. 


B. Cultivate a “hidden smile” in’ your For NEW 9 mm 
voice—study the techniques employed by tele- Suprex copper-coated carbons 
phone company operators. 60-75 Amperes—Type S-8570 
C. Remember that the telephone is secon- 
dary to actual ticket sales. Courtesy demands For 8 mm 
that the ticket line be handled frst, with a Suprex copper-couted carbons 
polite request of phone callers to “Wait just 60-70 Amperes—Type S-8570 
a moment, please.” 
D. Personal telephones are to be discour For 9 mm 
aged, both for the cashiers and other mem- High Intensity uncoated carbons 
bers of the service staff. 70-90 Amperes—Type S-8585 
6. CONDUCT IN BOX OFFICE: Common 
sense dictates most of these “do's” and For High-Intensity 10 mm 
“don'ts,” but they are imporatnt to consider: Rotating uncoated carbons 80- 
A. No drinking, eating, or chewing gum 95 Amperes—Type 5-100 
in the box-ofhice 
B. Don't permit anyone to loiter around This is not a tube-type rectifier... 
the box-othce. it is a heavy-duty Selenium Plate 
C. Don't read magazines, papers, etec., in Rectifier whose dependability 
box-othce. has been proved in the largest 
D. Be alert to observe suspicious charac- theatres and drive-ins for over 


ters watching the theatre front and notify 4 years. 


the manager 

EK. Notify the Chief Usher if the marquee 
lights are not turned on at the scheduled 
times or when it becomes cloudy and dark 
during the day. 

F. Do not open the box-othce door to any 


one but the manager, his assistant, or the 


relief cashier. The ideal power source for 3-D presentation. In countless instances, 

G. Remember at all times that yours is a present generators or rectifiers are unsuitable for the continuous oper- 
position of great trust, and handle the money ation required when both arcs are operated simultaneously. The 
given in your care with the utmost circum Ashcraft Heavy-duty Selenium Rectifier may be operated 24 hours per 


s “ i ) 4 < > s i y s s s icl e 
pection I on't allow the slightest suspicion day, if necessary. 
of any mishandling of funds! 


7. CONTACT WITH MALE EMPLOYEES: 
There are many reasons which dictate that 
there shall be no social contacts between the 
male and female employees of the theatre .. S. ASHCRAFT MANUFACTURING CO., INC. 
either during or after business hours. 

8. Learn the individual theatre policy regard 36-32 THIRTY-EIGHTH ST., LONG ISLAND CITY 1, N. Y. 
ing: Refunds, paging in the theatre, handling 


drunks and disorderly patrons, Lost and Found 
Department. 








FLOOR MANAGEMENT ret 19-Gi7) 


| - Durability in 
Second only in importance to the selec “s GRIGGS 





tion of the proper type cashiers is the selec CHAIRS 


tion of upstanding young men (or women) 





tor service personnel on the floor. Your 


ROBIN-ESCO 
S uper-Power W.6. SET 


patrons will be extremely conscious ot the Superior construction 
ives years of service 
service rendered by these floor attendants. 9! Y vied 


hence the manager should give them pet Comfort —the minute 








sonal attenti instill i > ae 1 they‘re occupied! 
onal attention to instill in them the attri y wan tne 





butes he himself has developed for deal Their Beauty sparkles! UNFALTERING POWER SOURCE 
ing with the public. Write for Information 
Selection and training of the right type WRITE FOR CATALOG and Literature 


ris preg J. E. ROBIN, ; 
GRIGGS EQUIPMENT CO. 267 RHODE ISLAND pon 


EAST ORANGE, N. J. 


of floor personnel will also go a long way 
towards making the manager’s work more 
(Continued on page 22) Belton, Texas 
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AUTOMATIC CAR COUNTING 
FOR DRIVE-INS! 


re « here fT 











None like it anywhere! Always ac- 
curate and on the job. Used for 
years as the Foolproof Automatic 
Car Counting Meter. 

Easy to install. 

Simple in operation. 

Usually placed just inside the box- 
office area of a drive-in. Now avail- 
able with either a visible or invisible 
locked meter. 














For information write: 


BEREZNY ENGINEERING & 
MANUFACTURING CO. 


4208 AVALON BLVD. 
LOS ANGELES 11, CALIF. 


SILVERLITE 
3D SCREEN 
COATING 


FOR INDOOR AND DRIVE-IN SCREENS 
© 





















Prepare your present flat surface screen for 
3 dimensional projection at lowest minimum 





cost 








Available through Theatre Supply Dealers. 
* 
VOCALITE SCREEN CORP. 
ROOSEVELT NEW YORK 

























THEATRE Surv Ly 


EQUIPMENT & SUPPLIES 


VERY 


> [ 29 BRANCHES - COAST TO COAST 






















Small Town Folks Are 







ELMA, IA, 
EEMING — insignificance 
of the small town theatre, and the recent 
small town product, 


shortage of type 


coupled with an apparent unintention to 
supply it, plus the tendency of certain dis- 
tributors to disregard the well being of 
us small town exhibitors, has added much 
fuel to the that 


been smoldering or blazing for so long. 


fires of discontent have 
Let's stop a minute and think about what 


we mean by small town exhibitor. Vo us 


it comes as a shock when we occ asionally 
towns of from ten to fifteen thousand 


in the trade 


sce 
referred to as “small towns” 


papers and by distributors. “Towns of 
that size seem like metropolitan centers to 
“tank 3,000 and 


thousands of towns” of 


under. 
Admittedly, the number of 
the true small towns and villages is shrink- 


theatres in 


ing at the same ratio as those of the over 
seated large towns and cities. “The reasons, 
Ty 
dwell on. 

Most of us small towners are conscious 


and tax burden are too obvious to 


play in the overall 
We learned from 
the other day 


of the small part we 
economy of the industry. 
Motion Picture Dail 

that 42°. of industry's 


actually from foreign sources. 


just 
revenue Is 
A sober look 


at industry figures shows how unimportant 


the 


thousands of small town theatres are. 
* 

Realizing this, it is sheer folly to believe 

a company or an individual is going to in 

large sums of money in making a 

picture that is aimed primarily at 


If you or | were to produce 


vest 
small 


town tastes. 
a picture at present costs, we would be 
indeed foolish if we didn’t aim at that 


potential market which would best recoup 
our investment and show us a profit. 
There is thus no conspiratorial desire 
among producers and distributors of film 
to throw oil on the fire that is consuming 
many small town theatres. The fact that 
there are not enough of our type ot pictures 
just does not concern producers who must 
compensate for astronomically high produc- 
as much as they can 


tion costs by getting 


from their most lucrative markets. 


Pretty Human After All 











Nevertheless, this business 


started trom a pup of penny peep shows, 


ever since 
which signifies the mass appeal and volume 
sales upon whose foundation the business 
rests, feel that it is 
through product focused toward all Amer- 


we small “indies” 


ica and not just metropolitan audiences ot 


the writers of the lay that the in 


dustry can best be served, not only tor the 


press, 


long-range future, but in the present crisis 
of both large and small theatres. 
* 


Terry Ramsaye, in Motion Picture 


Herald of March 7, advocated the samp 
ling of a cross-section of American life by 
people who make pictures. If this cross 
section seems quaint and provincial to those 
whose contacts are confined to members of 
their own inner sanctum, or who would 
be unable to converse more than 45 seconds 
with one of these provincials on common 
vrounds, it would be well for them to re 
member that these provincials, too, have 
bucks in their pockets, and that there are 
to spend 


“provincial” theatres for them 


those bucks in—if they can see there what 
they want! 

The cold, hard facts 
of Americans who might be going to our 
shows are Could it be that 
we are not speaking to them in a language 
like? 

This is 
treatment. ‘Things are tough all over. But 
that in an industry 


are that millions 


not doing So. 


they 
not a plea for pity or special 


let it not unsaid 
which so recently again went so all-out in 
the promotion of “Brotherhood,” it would 
do little harm to replace a little of such 
toward its 


We are 


particular 


outward good-will with some 


own people—even a poor relation. 


pointing a finger at any 


we refer to both pot and kettle. 


not 


vroup 
. 


Specifically, we small towners know full 
well what to do with Crosby, Hope, Day, 
Monroe, Kettles, Dean & Jerry, Bud & 
vaguely described 
But we're at a 


Lou and the natural, 
“human” type of picture. 
loss at what to do, what to pay and how 
a “psychological thriller,” a 


tantasy, a 


to put over 


heavy drawing room drama, a 
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Broadway musical about showbusiness that 
the average man cannot identify himself 
with, or filled with ultra-modern 
music and dancing that is ridiculous or 


one 


mysterious and therefore obnoxious to him. 
Our average patron cannot identify him- 
self with a 17th Century swordsman, a 
warped intellectual, a struggling artist, a 
misunderstood genius, a crusader of some 
Lothario who 
sings out his love for his lady fair. We 
common people just don’t know anything 
about two-thirds of that stuff. 

We understand some things. 


far removed clime, or a 


We can 
sit back in our chairs, draw the curtains 
on our world of reality and for two hours 
identify ourselves with all the physical, 
emotional, spiritual and psychic elements of 
We like to see a world a bit 
dressed up, a little gayer, a little prettier, a 
little happier and better than reality, but 


normal lite 


we want it normal enough to be able to 
dream that that which we are seeing could, 
by the grace of God, also happen to us. 
Everything can’t be normal, of course 
the exceptional is often interestingly sensa- 
tional. But for us small towners the sensa- 
tional is the rarity and we don't identify 
And in that we are not 
Americans. 


ourselves with tt. 
too different from. all 
unless my observations are wrong, America 
is pretty well filled, in both small town and 
big city, with pretty normal people, pre 
dominantly concerned with the hopes and 
fears of all mankind. 
@ 
The argument is not for special treat 
ment of a cannot pay the 
freight for that treatment; rather, it is a 


plea to return to the mass appeal which 


group) which 


spreads from corner to corner across this 
With an ear tuned a 
and the 
more to the 
feel there 
would be a big increase in appeal to the 
publics of all theatres, everywhere. 


yreat land of ours. 
little the 
carriage trade, 


snooty critic 
little 


average taste, we “‘little shots” 


less to 


and a 


The industry has several ways of com 
One way is to 
Most of us 


the 


mitting economic suicide. 
go “up stage” on our friends. 
believe that the primary purpose of 
movies is to entertain and to make money 
tor those who produce, sell and exhibit 
them. Furthering art, promoting a cause, 
or preaching a sermon can be coincidental, 
but they are secondary. The guy who lays 
50c on the line wants half-a-buck’s worth 
It is unlikely that he’s 
shopping for art, education or moral uplift. 

We make laugh, 
thrill to spectacle and run the gamut of 
human emotions from Abbott to Zsa Zsa. 
Let’s do it. If it’s entertainment, it has 


of entertainment. 


can him cry, love, 


a pretty good chance of selling. If it’s 
primarily something beyond the average 
person’s interests or desires, it’s for the 
birds in small towns. Let's return to 


normalcy. 
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NOW—The 3-D SCREEN 


THAT LEADS TWO LIVES! 


Designed for Both 3-D 
and Regular Projection 


ALL RAYTONE 3-D 
PRODUCTS ARE 
APPROVED! 





“STEREO SILVER” Serecens with 


invisible seams 





The Exhibitor wants one sereen for all oper- 
ating conditions. RAYTONE 3-D SCREENS 
will reflect polarized light perfectly and at 
the same time give wide diffusion for bright 
pictures at the sides of the auditorium. 
No Hot-Spot. No harsh contrast ratio. An 
approved product of high quality now in use 
at key houses all over the country. Easy to 
install. Will not damage easily. 


“Utility Polaroid” screens 


“Stereo” Aluminum paint. 


AYTONE 


SCREEN CORPORATION 


105 CLERMONT AVENUE *¢ BROOKLYN 5 NEW YORK 












AVAILABLE AT LOCAL INDEPENDENT THEATRE SUPPLY DEALERS 


_.-Fandon Qur Chowing 


eit! It 

















It's not con our dee; 





» in each eating | b we 






retiecting the } 





wound atistaction§ in 





wn peaming ¢ yes. Our TOL 









ght repair service repla 


upn 





hair as te n tne { T will 






ut interruption of your da 


how. And what | y tO 










May we 


quote on your re 














quirements? Write today 
MANUFACTURERS 

Foam rubber & spring cushions, back & seat covers 
DISTRIBUTORS 






Upholstery fabrics & general seating supplies 

















Maintaining a Competent Staff 





pleasant and less exacting, in that he may, 
with confidence, leave the floor and still be 
assured that others are present who are 
equally interested in seeing that the thea 
tre continues to operate in the best man 


Also, from. these people the 
the of the 


to train for promotion to higher posi 


ner possible 


manaver can choose “cream 


crop 


tions 


CHIEF OF SERVICE 


The top man on the floor staft is the 
Chief of Service, who has usually pro 
vressed upwards through the ranks of 
u her or doormen. Although naturally 


youthful, he should be a mature type young 


man who is not easily flustered by unusual 


situations. A neat appearance and_ pleas 
ny personality plus the intelligence to 
make decisions, are important matters to 
consider in appointing your Chief, As he 
is vour logical choice for promotion to 
\ssistant Manager when an opening o 
cul he should be chosen with this def 
nitely in mind 

It as difficult to teach youngsters the 
proper use of “authority as they are in 
clined either to shy away from it in deal 
ing with others their own ave, or they be 
come too bossy. | sually a yood talk at 
the outset sets the young man on the right 
path, but it is well to follow it up with 
pomted suggestions trom time to time, 

Phe entire operation of the floor staft 
of ushers and doormen is the responsibility 
of the Chief of Service, under the super 


Assistant Man 


trained to organize 


vision of the Manager and 


and he should be 


ager, 
the staff so that all the routine duties are 
properly assigned and carried out 

Work schedules should be carefully dia 
rrammed, and a system of training new 


ushers and doormen should be made part 


of the program. In these days of rapidly 
changing floor staffs, this is a major prob 
lem for the Chief of Service 

Hiring and firing of service statt per 
onnel should rest only with the Manager 


ind his assistant, but the recommendations 


of the Chief of Service should be solicited 


ind followed within reason. Not to back 
him up in matters of proper discipline 
would weaken his authority and ruin the 


vood work you've done in establishing the 
young man as head of this department. 
Vhe Lost and Found De partment comes 


under the jurisdiction of the Chief of 
Service and his staff, but they must be 
closely watched to see that the proper at 
tention is paid to this important assign 
ment. It should be so organized that a 


(CONTINUED FROM PAGE 19) 





minimum of trouble is given both to the 
management and the patrons. 

In some cases the manager may want to 
advise a letter that his 
article has been found, or that, regrettably, 


patron by a nice 


it was not located. Patrons will appre 


ciate this personal touch. 
One 


service 


important phase of training the 
staff, the Chief of 


Service should concern himself each week 


with which 
at staff meetings, is the possibility of panic 


or comparable emergency. Panic could 
cause untold damage. So thorough training 
routines is imperative, and 
should frequently check to 


that procedure he outlines is kept in 


in emergency 
the manager 
sce 


mind. 


DOORMEN 


Next in the Chief. of 


Service is the doorman, as he is the first 


importance to 
one to greet patrons entering the theatre, 
and he gets most of the difficult questions. 
The 


appearance, with a pleasing personality and 


doorman should be of commanding 
some maturity. 
; ‘| he Door” 


must 


is a confining spot, tor the 


doorman not wander around the 


lobby; it is therefore more tiring than 
usher’s work, hence it is customary to give 
more frequent “breaks” to the Doorman. 


\W hen there isa 


to have an 


wait for seats, it Is cus 


tomary announcer at the box 
office to advise prospective patrons before 
purchase tickets what they may ex 


\ Doorman 


they 
pect. This minimizes refunds. 
can “double” in this position. 

‘There should be a definite understand 
ing between management and door staff as 
to exactly how far their authority extends. 
The principal issues are: 

Who (if 
pass the door without any form of ticket. 

How to deal with children’s tickets when 


the holder obviously appears to have passed 


anyone) is to be allowed to 


the ave limit, 


Dealing with people who want to “find 
someone.” 

Then there are “gate crashers’”’ who will 
have varied excuses, 


Within 


authority 


limits, the Doorman should 


most questions, 


his authority. 


have to handle 


but he should never exceed 

An important interest of the Doorman 
is marquee lights as it becomes dark out 
side. \side the is the 


sole member of the floor staff in a position 


from cashiers, he 
to observe exterior lighting and judge when 
more is needed. 

lhe 


should try to keep track ot the Manager 


Doorman, as well as the Cashier, 





and Assistant at all times, to expedite the 
The managers should 


handling of calls, 
make a very definite point ot keeping them 
advised at all times when he plans on 
leaving the theatre for any length of time. 

The Doorman’s extremely 
vulnerable point in theatre operations for 
the theft of tickets, which may be resold 
through the box-office or outside the thea 
This makes character a critical factor 
The Manager 
and 
that 


series are being 


spot Is an 


tre. 
in selection of a Doorman. 
should 
check 
only 
accepted, and also that no one is coming 


follow through, oft course, 


the door periodically to see 


tickets in the dail 


in without tickets at all. 


USHERS | 


come in assorted sizes and 


Ushers all 
personalities, and with a high rate of turn- 
over, it is a problem for a Manager in 
the larger locations to know the members 
of his service staff as well as he should. 


State laws usually prescribe minimum 


ave limits for persons doing this kind of 
work, usually 16, while they are attending 


school. Where it is 


theatre during morning or early afternoon 


necessary to open a 


hours, the usual solution is to have a skele 


ton crew of older boys or men to open, 


relieving with students after school. 


Some theatres still use girl ushers, or 
usherettes; this is not a widespread prac- 
tice. The public is not wont to be very 
considerate, and girls sometimes become 


irritable. However, this is something you 
must decide for yourself 

Aside from their principal duty of usher- 
some theatres 


ing to seats, mn 


ushers have secondary responsibilities, such 


patrons 


as changing the marquee, assisting an artist 
in making front changes, stocking the re 


freshment stand, ete. 


CHECKING ON PROJECTION 


An important function of ushers is ob 
servation of picture projection and level of 
sound. Corrections of any shortcomings 
should not be left to the ushers; but they 
should promptly report such matters to the 
Chief of Service, or the Manager, or his 
assistant. 

There is an almost universal system of 
buzzer signals to the projection room to 


denote picture or sound trouble. One buzz 


means increase the sound level; two buzzes 
indicates need to lower the sound; three 
buzzes calls attention to some fault in 


projection, such as dark or blank screen, 


STAFF MEETINGS 

A weekly 
properly handled, can be a source of pride 
and pleasure both to the staff and the 
that esprit de 


ad\ ised 


service staff meeting, when 


management, as it is here 
corps is built. The. statt 


of the future plans for 


can be 


the theatre, in 





MOTION PICTURE HERALD, APRIL 11, 1953 





cluding bookings of interest and made to 
feel an important part of the operation. 
By giving personal attention to these meet- 
ings, the Manager and his assistant will 
lend prestige to the affair. 


GENERAL STAFF CONDUCT 


Following is a list of suggested points 
for consideration in making up a full and 
complete set of rules and instructions for 
members of the service staff. It might be 
well to mimeograph such a list so that 
every new member could be given a copy 
on entry into the service of the theatre. 
In writing detailed instructions concern- 
ing these points, emphasis can be placed 
upon those phases which have particular 
application to your own situation: 

1. Never argue with a patron. 

2. Never touch a patron. 

3. Do not permit the entry of pets. 

4+. Keep obviously intoxicated persons 
outside. 

5. Know the show schedule. 

6. Give a smile and say “Good After- 
noon” or “Thanks.” 

Never admit anyone without a ticket. 


Be liberal in determining children’s | 


Get to know season pass holders. 
Tear tickets in half and return stub 
to patron, 

11. Maintain a smart appearance at all 
times. 

12. Do not hold lengthy conversations 
with visitors. 

13. Watch for burned out bulbs, torn 
carpet, old ads, ete. 

I+. Never flirt with patrons. 

15. Do not congregate with other em 
plovees on duty. 

16. Male and female employees should 
not fraternize. 

17. Handle your flashlight properly. 

18. Let patrons know you are trying to 
help them in sending them to remote parts 
of theatre for scarce seats. 

19, Be quiet on duty. Never run. 

20. Know the safety regulations and 
emergency exit routine. 

21. Be tactful in) quieting unruly 
patrons or children. 

22. Watch out for mashers, degener 
ates and morons. Report them immediatels 
to management. 

23. Follow Lost and Found Depart 
ment routine for handling such calls. 

24+. Know what to do about accidents 
in the theatre. 

25. Know locations for hearing aids 
and seat connections. 

26. Remember the Managers are pres- 
ent to help you—call on them when you 
have a problem. 

27. ‘Take pride in your work. Develop 
enthusiasm and efficiency, and try to pro- 


vide exceptional service. 
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DRIVE-INS eee 


AMERICAN WALK-IN CHAIRS 
FOR COMFORT, CONVENIENCE, DURABILITY 


More and more drive-ins are reaping handsome extra 
profits by installing 100 to 1000 American Walk-in chairs 
to accommodate pedestrian traffic. These are the same 
comfortable, durable, all-weather chairs used by 13 major- 
league baseball parks, and by many minor league clubs. 

Heavy, steam-bent, solid-wood slats form the body- 
fitting cradleform seats and deep-curved backs in roomy 
21” width. Wood is treated with a wood-sealing preserva 
tive. ‘Metal parts are protected with a special rust-in- 
hibitor. Both wood and metal are finished with two coats 
of durable baked enamel. In beautiful sage-green-and 
beige color combination. 





WRITE T0 US about the area . ? . A) 
hiiadinn CAmetican Sealing Company 


recommend an installation 
ni Grand Rapids 2, Michigan e Branch Offices and Distributors in Principal Cities 


for your opening. WORLD'S LEADER IN PUBLIC SEATING + Manufacturers of Stadium, Theatre, 
Auditorium, School, Church, Transportation Seating, and Folding Chair 











All Clean-up Jobs Can Be Done 
With a Super... 


Super cleaning gives you high efficiency at low cost. The Super 
cleaner does the work of special brushes, floor cleaners, mops, 
squeegees, furniture dusters, air filter cleaners, blowers and 
other expensive miscellaneous equipment once regarded 

as necessary for the theatre cleaning Job. 

— The Super is easy to use. One operator and a Super 
eee — can ¢ ct eScreen @ Sound —— eo Box fronts 
lachlan. and , el'pholstery @ Air ducts @ Overhead pipes @ Floors 
hiluwiee. . and floor coverings e Wet - k-up models take up 
i \ scrubbing suds from bare, and carpeted, floors. 
portable. \ Your supplies dealer will be glad to demonstrate the 

7 ‘ ; advantages of Super cleaning right in your theatre. Or 
write for complete data. 


NATIONAL SUPER SERVICE COMPANY, INC. 
1941 N. 13th Street Toledo 2, Ohio 
Sales and Service in Principal Cities. 


Model BP-1 - Powerful pick-up In Canada: Plant Maintenance Equip. Co. 
for both wet and dry cleaning Toronto, Montreal, Vancouver 


Minimum noise level 
() “Once Over Does It” 


All Super models ap- SUPER SUCTION 
proved by Underwrit- 


ers’ Laboratories and SINCE 191) ®) 
Canadian Standards, 
“THE DRAFT HORSE OF POWER SUCTION CLEANERS” 


READ THE ADS — Meyre 








nowd/ 








The F & Y Building Service is the outstanding 
agency in Theatre Design and Construction in 


Ohio and surrounding territory. 


THE F & Y BUILDING SERVICE 
319 East Town Street Columbus 15, Ohio 
“The Buildings We Build Build Our Business” 

















It pays fo give your patrons what they want 
ON THE SCREEN 









CONCESSION STAND 
foo! 
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WRIGLEYS 
¥ DOUBLEMINT 
_S  CHEWING GUM 


) 












ora oxtra vo te...digplay popular 


Wrigleys Spearmint Doublomint; and Juicy Fruit Gum 
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Controlling 
At the 





Quality and 





RIED and meth 


ods tor conducting the drive-in refreshment 


proven 


service so as to realize greater profits as well 
as to please patrons, were submitted to the 
National Drive-in Convention held at the 
Schroeder Hotel in Milwaukee the latter 
March. Delegates attending the 
refreshment meeting on the last afternoon 


part of 


Wis.: Henry ‘Tollette, 


division manager tor S & M > Theatres. 


of the convention were addressed by S. J. and Wisconsin 


Papas, owner of the Keno Family drive-in, 


Kenosha, and the Westgate Outdoor thea- A. suggestion that drive-in exhibitors 
tre at Racine, Wis.; Dean D. Fitzgerald borrow some ideas of service from restau 
of the Badger Outdoor theatre, Madison, rant operators was made by Mr. Fitz 





Dean D. Fitzgerald, of the Badger Outdoor theatre, Madison, Wis., is shown addressing the refreshment 
session at the National Drive-in Convention held in March in Milwaukee. At right is S. J. Papas, owner 
of two Wisconsin drive-ins, who also spoke and presented a food costs analysis. 
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Servings 


Drive-in Snack Stand 


Adherence to high standards for buying, storing, preparing 
and serving food at the refreshment stand was urged at the 
National Drive-in Convention held recently in Milwaukee. 


Making a between 
sales operations in the two businesses, he 
remarked that 


merchandise, while restaurants ser 


verald, COM parison 
as a rule theatres se// their 
t theirs. 
On the one hand, he said, selling connotes 


more merchandising skill—a faster trans 
action, On the other hand, serving implies 
vreater knowledge of the merchandise as a 
food, as a “physical commodity which must 
be bought, stored, prepared—and finally 
presented to the customer, perhap on a bit 


more gracious basis.” 


BEVERAGES AND ICE CREAM 


Krom the standpoint of serving, a 
defined, Mr. Fitzgerald then proceeded to 


thu 


discuss two major drive-in products—bey 
erages and ice cream. Answering the que 

tion, “What is a good drink?” he said that, 
technically, good standards call tor a 30-32 
Jaume rating (measurement of the amount 
needed 
Brix 


test rating (for mixed drinks, measures the 


of sugar in the syrup, a test not 


on nationally advertised brands); a 


amount of svrup in the drink) ; 


36 to 4] 


i tempera 


ture of from Fahrenheit: and 


25 











Over-the-Counter 
POPCORN MACHINE 






















TWIN ELEVATOR WELLS and 
AUTOMATIC PUSH-BUTTON SEASONING PUMP 


To get everything you need for top popcorn profits, operate 











@ Greater Warming CRETORS’ magnificent all-new “Olympic” . . . a Champion 
Capacity—holds throughout! Sleek, streamlined all-metal cabinet in gleam- 
equivalent of 200 ing enamel and stainless steel, plus illuminated animated 
boxes popped corn “Olympic” Torch for new concession glamor and over-the- 






counter sales punch. CRETORS' exclusive super-efficient, 
Super-Production gas or electric Steel Kettle outpops all 
others, by any test-——gives years of trouble-free, economical 
service. Many other performance-perfect features! 


@ New Forced Air 
Warming—Thermo 
stat controlled; keeps 
corn crisp, fresh 







@ Automatic Electric For details, write P. O. Box 1329-M 





Seasoning Pump 


@ Ample Space for 2 CRETORS CORPORATION 


busy attendonts 






National Sales Office: Popcorn Building, Nashville, Tennessee 












MAKES "EM FASTER—MAKES ’EM BETTER! 
wrowanic’ ROLL -A-GRILL 
ee" FRANKFURTER 


SALES—AND PROFITS! 


Now used in thousands of Drive-in Theatres .. . 
Amusement Parks ... Food Service Counters, 
mn @ ROLL-A-GRILL in size — looks 
NO SMOKE stops traffic with its worth more — and 

fascinating slow YOU GET MORE 
sells FOR IT! 


rotary motion 
NO ODORS franks because it @ Saves time and 


mokes ‘em look so tabor NO AT { 












NO appetizing TENODANT i 
INSTALLATION @ SELF-BAST- NEEDED watch i 
NEEDED—JUST ING, ROLL-A or turn franks—no 





GRILL SEALS IN scraping of grill— 


PLUG IN ! JUICES, retains and it's FAST 
. natural flavor grills 500 FRANKS 
frankfurter expands PER HOUR! 


Consult your local dealer or use hands coupon tor further information 
































J. J. CONNOLLY, INC 
457 West 40th St.. N. Y. 18, N.Y Dept. BT 





Please send me literature on complete tine of Con- 
nolly Automatic Roll-A-Grills 








MANUFACTURER NAME 
457 WEST 40th STREET, N. Y. 18, N. Y. ADDRESS 
Phone: CH 4.5000 Cable Address: JAYCONLEY cry aati 






















GENERAL INOUITRY SERVICE: For persons who 
have a sertous interest in literature and prices en products 
in addition to those advertised in this issue, BETTER THEA- 
rres will be glad to procure them. See numbered listings 
and coupon on page 51. 

















carbonation (automatically regulated in 
commercial carbonators providing the tem- 


perature of the water is low enough and 


the correct pressure is adhered to as speci- 
fied ). 

Further on the subject of syrup, Mr. 
Fitzgerald said that storing it at 65° keeps 
it safe from the risk of fermentation for 
around four weeks. Any drink with pulp, 
however, must be figured at two weeks, 
and it is best to turn over the entire 
stock in seven days, he pointed out. 

To control the amount of syrup in 
drinks served manually, he advised spot 
checking of drinks with the Brix test. 
“While proper care of the stock room, 
training of personnel, and overall! super- 
vision are all necessary and afford protec- 
tion, only an actual inventory will give 
you the result of your operation, and only 
on-the-spot tests will give you a guarantee 
that your results will be good,” he cau- 


tioned, 


PRICES TO SELL DRINKS 


On the question of what size drink to 
offer at what price, Mr. Fitzgerald de- 
clared that the general practice has been 
found to be a 6-ounce drink for 10c; a 9 
ounce drink for 15c; and a 16-ounce drink 
for 25c. The nickel size is now obsolete, 
he said. 

Drive-in operators should offer patrons 
more than one flavor of beverage, in Mr. 
Fitzgerald’s view. He also recommended 
rotating the less popular flavors instead of 
offering all flavors at all times. The three 
most popular flavors are cola, orange and 
root-beer, according to BETTER ‘THEATRES, 
he added. 

As a general policy Mr. Fitzgerald be- 
lieves that the drive-in should use both 
manual and coin-operated dispensers tor 
beverages, “The automatic machines are 
especially needed during the intermission 
rush, he said, as “auxiliary salesmen.” 

Kurther in regard to machines, he 
pointed to the great attraction they hold 
for children and how this fact aids in 
speeding service to all, 

“While children are continuously — fa- 
vored customers at theatre concession 
areas,” he explained, “there is little doubt 
that they are the toughest shoppers and 
the most time-consuming patrons, Uhe ap- 
peal of the machines for them is unques- 
tioned, and many times the child—with his 
lesser amount to spend—will head for the 
machines, leaving the stand open for a man 
or woman buying either for themselves, 
their friends and/or their families, with 
more money to spend and a greater buying 
potential.” 

“As an additional note on the future of 
vending machines,” he added, “a recent 
private newsletter stated that 2.75 million 


’ > 
(Continued on page 3+) 
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ARMOUR AND COMPANY’S 
12 NEW INTERMISSION SHORTS 


Boost Concession Take up to 333% 


Use these l-minute color films— 


with musical backgrounds 
by Bing Crosby’s Starlighters—free! 


Think what an increase of 33'4% in your concession business 
would mean in dollars and cents! Concession owners and Drive 
In operators from all parts of the country have reported amazing 


increases after using these new Armour intermission shorts ! 


SEERUUEEREGOEEE 


Mr. C. E. Cook of the Dude Ranch Drive-In, Maryville, Missouri, 
says, I started showing Armour intermission shorts last June 9th, 
and on the first night of the showing my hot dog business in 
creased 25%. For the entire season my total concession stand busi 
ness picked up around 33'4% over the previous year! I give full 
credit to the Armour intermission shorts 


Mr. Wendell R. Peck, manager of 166 Drive-In, Arkansas City, 


Kansas, says, ‘I am fully sold on Armour's intermission shorts 


Actual sales before and after using these films show an increase 


of nine cents per admission ticket sold. | would certainly recom 


mend the use of these films to any Drive-In Manager, and Gentle 
men, have plenty of Armour Star Franks on hand ! 


Remember, these films are loaned to you by Armour and Com 
pany —free of any rental charge. All you pay is the return postage ! 
Clip the coupon below right now. Fill ie out and mail it today 


Armour and Company will send you an illustrated folder with 


complete information on these 12 new intermission shorts 


MAIL TODAY! 


Armour and Company 
Fresh & Smoked Sausage Dept., Union Stock Yards 
( hicago 9. Illinois 


Please send me your folder with complete information 


on Armour and Company's new intermission shorts 


Name 


71 hi iter 1./ Nress 
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with this 


“Oscar” Winner | 


DAD'S Awarded a coveted 
Best Seller ‘‘Theatre 
Sales Championship” by 

Better Theatres in 1953 















OFFERS YOU THESE 
PLUS FEATURES: 


1. MORE DRINKS fo the gallon 


One gallon of DAD's ready-to-use 
Fountain Syrup yields 146 7-oz. 
drinks. 


2. PLUS PROFITS 


Additional drinks from DAD'S, 

the Leader*, mean plus profits for 

you. Regardless of what you're 
resently paying for syrup— 
JAD'S “extra yield” per gallon 

Rives you higher gross profit than 

does any other nationally adver- 

tised brand. 

3. SAVE ON CUPS 
Extraordinary low, low price to 


DAD'S users on cups. Ask us about 
it! 


























*According to Copper's Farmer Survey 
















DAD'S AUTOMATIC 
DISPENSERS DO A BETTER JOB 


DAD'S BARRELS draw the crowds! 
Barrels—8, 17, and 45 gal. sizes. 










DISPENSERS—counter } a 
and rail-type models, § « 

serve 1, 2 or drinks See 
DAD'S UNIFLOW UNITS — self 
contained, mechanically re 
frigerated, for heavy traffic 


spots; dispenses DAD'S and up 
to 4 other drinks 

















Write Us For Information Today 


DAD'S ROOT BEER COMPANY 
2800 N. Talman Ave. + Chicage 18, ill. 






1200-Cup Drink Unit 
With Display Panel 


A NEW three-flavor drink 
dispenser of 1200-cup capacity and with a 
new type of carbonation delivery, has been 
announced by the Cole Products Corpora- 
tion, Chicago. One model especially de- 
signed for theatres features a white lucite 
panel on the front with a “thirst” scene 
in four colors and a selling message. The 
lucite panel is lighted from behind and 
directs a beam of light down across the 
front of the machine. 

Called the ‘““Magniflo 1200,” the new 
unit has a cabinet the same size as the com- 
pany’s 600-drink machine in spite of the 
increase to a 1200-cup and 220-drink syrup 
capacity. “This was made possible by  re- 
designing of the hermetic unit, which now 


Cole Products’ "“Magniflo 1200" drink dis- 


penser as displayed at a premiere showing. 


new 


has also a new system of refrigeration de- 
signed to prevent both warm-up and freeze- 
up and to provide instantaneous recovery 
as a drink is served, 


“Nlicrothermic Re- 


of cold water as soon 
This system is called 
friveration,”’ 

The new carbonation method, “Duotonic 


Tap,” is designed to give a higher carbon 











dioxide volume than previously available 
in order to maintain “pdottle quality” in the 


cup delivery. With this new adjustable tap 








be “tuned” in excess of * 
the 


carbonation can 






four volumes, if desired, company 






points out. 
The dispenser is built on an all-steel 






welded chassis, with built-in casters. It 


has stainless steel fittings and a new and 




















simplified direct-control electronic system. 






Chocolate Bars with 
Advertising Copy 








CHOCOLATE BARS contain- 
ing advertising messages, prepared to order 
as specified by the customer, are now being 
distributed by the Cook Chocolate Com- 
Herman 


adver- 






















pany, Chicago, according to 


Schmidt, sales manager. 











The new 
tising service consists of preparing copy for 
the entire face of the bar as well as on the 
wrapper, the announcement states. 
Suggested uses of the bars include an- 
niversary celebrations, grand openings, holi- 






day give-aways, calling cards, etc. he bars 
weigh 3 ounces and the advertising space 


is 3x6'4 inches. 





The service price provides for printing 
(including blue, 










in black ink, but colors 
green, red and brown) are available at an 
additional charge. ‘The company will re 
produce trademark emblems or any other 
copy, including photographs and artists’ 
sketches, that the customer provides. When- 







ever necessary, it is pointed out, such copy 






will be reduced to a proper size to blend 






with the printed matter. 













Popcorn Machine with 
Heat Blowing System 







A NEW popcorn machine, 






featuring a forced-air heat circulation sys- 


tem designed to keep the popped corn hot 






and fresh at all times regardless of weather 






or moisture conditions, has been announced 






by Cretors Corporation, Nashville, Tenn. 





Other new features of the machine include 
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; MANLEY, INC. 


1920 Wyandotte St. 
Kansas City 8, Mo. 





i 





Nobody Outpops Manley 


THE BIGGEST NAME , 
j IN POPCORN 
YHROUGHOUT THE WORLD 


MANLEY, INC 


MPH-453 1920 Wyandotte St., Kansas City 8, Mo. 


{-] Send complete information on the Manley Super Stadium. 
[-] Please have a Manley representative call. 

Name — 

Firm _—_— 

Address _ 


Na cenieinninimnines 

















a storage capacity of 200 boxes of popped 


corn and an automatic electric seasoning 
pump. 
TP rade-named the “Olympic model,” t] 





( ubi 
100 


wells of 3 


each holding the equivalent of 


unit ha two elevator 
teet 
boxe ot popped corm One elevator may be 
used for storage of popped corn in the bulk, 
thie other tor boxed corn. As corn is re 
moved trom the top of the elevator, a twist 
of the crank brings more corn into view, 
permitting the operator to have a full case 


it all 


wells there is 


times. In addition to the elevator 


storaye space in the popper 


case itself. 

‘The air circulation system = consists of 
two large electric blowers which ‘force 
heated, filtered air through the popped 
corn, ‘The automatic seasoning pump, which 
delivers the right amount of oi] direct to 


the kettle, operates by a push-button. 
Phe unit has an 8-inch Formica counter 





ONE STOP SERVICE 





STAR AND CRETORS EQUIPMENT 
FLOSS MACHINES © WAFFLE MOLDS 
KIDDIE RIDES © BOXES —BAGS 
COLORING POPCORN SUPPLIES 

ICE SHAVING EQUIPMENT 
FOOD STAND EQUIPMENT 


Write for Catalog 


CONCESSION SUPPLY CO. 





3916 SECOR RD., TOLEDO 13, OHIO 

















running the entire length of the popper 


case. ‘The working area measures 46 inches 
long. The raw corn bin is insulated, and 


Casters are over sized, The elevator mech- 


anism self-locking, and the heating sys- 


tem is thermostatically controlled. 


New Cash Drawer 
For Under-the-Counter 


A NEW under-the-counte1 


cash drawer for use as a bank drawer or 


for auxiliary cash handling during rush 


periods at the refreshment stand, has been 
announced by the Indiana Cash Drawer 
Company, Shelbyville, Ind. 

Called “Cash Drawer Model VI,” the 


unit has 4-roller construction and is 
a high-grade disc tumbler 


new 
equipped with 
lock which requires a half-turn of the key 
to lock or unlock the drawer. A_ large 
automatically 


The 


brass warning rings 


y iy 
gong 


opened, 


each time the drawer Is 





drawer is constructed of kiln-dried Indiana 
hardwoods and has a natural lacquer finish 


in olive vreen or mahogany red. 


Overall dimensions are: 18 inches 
wide; 14-11/16 inches long; 4 inches 
high. Inside depth of the drawer is 25¢ 
inches. ‘Vhere are five coin tills, each 3 


inches wide by 27x long; and five currency 
) ° rd 
compartinents, each 3 inches wide by 64% 


inches long. ‘Vhe latter have bill weights. 


NEW MILLS’ APPOINTMENTS 


‘Two promotions and two appointments 
of new executives have been announced by 
, 
Mills 


turers of beverage coolers and dispensers, 


Industries, Inc., Chicago, manufac- 


frozen custard equipment 
Fred L. Mills, 


in charge of 


ice cream and 
and other related products. 
Jr., formerly vice-president 
manufacturing, has been named vice-presi- 


and Walter 


I. Hermann, formerly generai works man 


dent in charge of engineering; 


ager, vice-president in charge of manufac 
turing. ‘The appointments included that of 
Roy E. Anderson as quality control man 
and of Ernest J. 


of product development and_ research. 


ager, Prisbe as supervisor 








Popcorn Samples Help 
All Snack Bar Sales 


Y PASSING out small sample boxes 

of popcorn in the lobby to patrons 
who don't usually make such purchases, 
Florida State Theatres, which has head- 
quarters in Jacksonville, has brought 
many new steady customers to refresh- 
ment counters in a number of its houses 
throughout the state. The campaign has 
not only boosted popcorn sales but that 
of other refreshments as well, according 
to Harry Botwick, company executive in 
charge of sales promotion. 

The boxes are of red and white card- 
board, 2 inches wide, 3 long and | 
deep—big enough to hold a good-sized 
handful of popcorn. Copy on the front 
of the boxes reads, ‘Try Some, It's De- 
licious!"’ And on the reverse side are the 
words, "Compliments of Florida State 
Theatres.” 











Illuminated Fountain 
Beverage Dispenser 


\ NEW fountain type re- 
frigerated beverage dispenser equipped tor 
illumination has been an- 


Ma 


enterprises, 


promotional 
nounced by 
jestic 
Ltd., Los Angeles. 
Cataloged as Model 
1126-R, the 


unit has 


new 
a globular 
bowl made of clear 
that 


lucite can be 


easily removed for 
quick cleaning. 

A circulating 
the 
the 


pump sprays 





beverage to 
dome, showering it down over lucite Cas- 


The 


pastel lucite, which is so illuminated that 


cades, removable dome Is made of 
the cascades and contents of the bowl are 
lighted. Capacity of the new dispenser is 
11 gallons. 

The cabinet, which is made of highly 
polished stainless steel, requires 18!4x17 
inches of counter space. Overall height of 
the dispenser is 34 inches. All parts coming 
in contact with the beverage are made of 
stainless steel, lucite and neoprene. 

The dispenser has a self-contained heavy 
duty Tecumseh vacuum-sealed condensing 
unit of '4-h.p. for quick refrigeration, and 


is thermostatically controlled to maintain 


beverage temperatures of 40° Fahrenheit, 


or less. 


SPACARB SALES HEAD RESIGNS 


The resignation of H. |. Foster as vice- 
president of Spacarb, Inc., Stamford, Conn., 
manutacturers of beverage dispensers, has 
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been announced by I. H. Houston, presi- 
dent of the company. Howard Richardson, 
with the temporary assistance of Mr. 


Houston, will assume Mr. Foster’s duties. 


Hot Chocolate Unit 
With 3-Gallon Capacity 


\N AUTOMATIC hot choco 
late dispenser, having a capacity of 3 gal 
lons, is now being distributed by the Inter- 
state Restaurant Supply Company, Los 
Angeles. “Trade-named the “Excel Dis- 
penser,” the unit has thermostatic control 





designed to maintain the right serving 
temperature, and a motor-drive agitator 
which stirs the chocolate constantly to pre 
vent milk scum. The dispenser is made of 


all stainless steel and can be easily cleaned. 





“Snow Balls” Catch On 
At Indoor Theatre 


ROFITABLE sales of ‘Snow Balls” 

(or "Snow Cones," as they are 
sometimes called) all the year round 
in his indoor house, the Gay theatre, at 
Knoxville, Tenn., are reported by L. P. 
Brichetto, Jr., owner and manager. 

The expenses involved are very light, 
says Mr. Brichetto, with no necessity for 
purchasing costly equipment. He buys 
shaven ice from a nearby plant (cost for 
25 pounds, 15¢) and places it in a Coca 
Cola ice container (cost, $13.50). Syrup 
is poured into 8-oz. Dixie cups over the 
ice from a regular syrup dispenser (cost, 
$5). The cups are sold for 10¢ each. 

Finding a very sweet product is pre- 
ferred, Mr. Brichetto mixes 3!/2 pounds 
of sugar with each gallon of Gold Medal 
syrup that he uses. 
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Mills Hopper Model (pump- 
less) makes both continu- 
ous soft frozen products 
and regular batch ice 
cream. Refrigerated Hop- 
per capacity 4 gallons. 





Mills Pump Model with 
Refrigerated Mix Cabinet 
Cabinet holds two 10 gal- 
lon mix containers. Mix 
automatically fed to freez- 
er as finished product is 
drawn off 


LS 





L 


. 
Mills Twin-Head 
Continuous 


Custard Freezer FRo 


Proven 


Now it’s Flavors for new and vast double soft frozen 
custard profits! The new Mills ‘“Masterpiece’’ Twin- 
Head Freezer makes all the popular soft frozen prod- 
ucts and serves them freezer-fresh right on the spot. 
It's terrific for theaters, drive-ins, concessions, snack 
bars, lunch counters, drug stores, and wherever 
there are people! 

Economical, too! You serve two wonderful flavors 
from one machine — get two machine operation, two 
machine flexibility, and one machine economy, ease 
of operation, efficiency and savings in space. 

And it’s the easiest machine to operate ever built! 
A twist of the wrist controls automatic air pressure 
mix feed and barrel temperatures. Barrels can be 
operated independently or simultaneously at any 
operating temperature desired. 

This Mills “Masterpiece” is a proud part of the 
finest money making enterprise — large or small. 
It's created for customer appeal. Its smooth clean 
lines are functional, beautiful and characteristic of 
all Mills Freezer Models. 

Booklet “Cold Facts about Hot Profits’ 
has dozens of illustrations, actual profit 
figures, and describes the complete line 
of Mills Freezers. Write for your copy 
now. MILLS INDUSTRIES, Incorporated, 
4148 Fullerton Ave., Chicago 39, Illinois. 


CONTINUOUS 





FREEZERS 












i] 
canay 


which 





. . . about lines of noteworthy 
candy bars and pack special- 
ties for theatre sales. 











Nestle’s Nibbles 
and Semi-Sweets 


WO chocolate candie 
duplex cellophane heat 
transparent window 


tem 


Nibbles are mi K r 


it 40 niece 


Semi-Sweets 


A 
| 


+ 


| | " 
A th uan tner 


ime bar ana b6¢ 





prevent 
ream noveltie including 
rding to Mr. Harvey. Total gr 
about 40%, he saia. 


sverage sales. Installea in 


n which the beverage 


maximum ot 
The tor 
2a to 10¢ 
hand for 








cookie chocolate. 


the package. 
baas to the 


ell at 10¢ each, 

t marked as to price. 

counter or back bar announce- 

in color are provided by the 
f charge. 
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|WE SERVE | 
CANADA DRY | ff 


Date, 
Ang 


/ 


}©O quatity: 
Identify each drink with 
the Canada Dry name. 
APPRECIATION! 
PROFITS! Offer consumers the same 


quality they enjoy in their 
Rotate 9 popular 
homes. 


flavors. Cash in on 
plus sales. 


CONSISTENT NATIONAL ADVERTISING 


(Ga) sme wom coomon CANADA DRY 
Quality Syrups 


For information, call your local Canada Dry Ginger Ale, Inc. office or 100 Park Avenue, New York City. 
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Controlling Quality at the Snack Stand 





CONTINUED FROM PAGE 26 





made 19 million individual sales 


the 


it ichine 


last year in yradual conditioning of 


the American people to  self-service—and 


that United States vending operations as 
i whole have increased to a 1 and Vy bil 
lion dollar industry! 
MERCHANDISING ICE CREAM 
lurning next to iwe cream, Nir. hitz 
rel ild aid that the most popular items 
in this line are a cup, a bar and one or 
more specialties uch as bon-bons, sand 
viche drumstick et ‘Generally, he 
ulvised, “you can give tour or five items 
it a non-competitive price range, plus 
monthly pecial Many drive-ins do a vers 
nice busine with ice cream cake rolls and 


other lesser known items of the same type.” 


Ihe 


te patrons f 


“vear-round appeal” of ice cream 
including those of 


Mr. Fitz 


*VeTVW here 


northern drive-ins, was cited by 


rerald—provided, he added, the selling ap 
proach is right. Phe supposed ‘common 
ense’ barriers against. selling popeornm in 


bey eraves or ice 


the middle of summer, or 


cream in colder weather have definitely 
proved to be 100% w rong,” he declared. 

Phe best storing temperature for ice 
cream is Zero, he said, declaring that ice 
cream held at ten above zero can be ex 
pected to hold its shape and consistency 
for 15 minutes; and at twenty above zero, 
for 5 minutes. Storing below zero makes 
the ice cream too hard, he warned. 


WEEKLY INVENTORY NEEDED 


control on ice cream prod 


lo keep al 
Mr 


inventory. 


ucts, Fitzgerald suggested a weekly 
There is no problem with it in 
food 


with 


“biggest cost 


“Along 


wrapped and _ sold 


portion control, the 


headache he said. candy 


ind other individually 


items, re cream should be the most easily 
controlled merchandise of all that vou have 
at the stand 


‘Two specialized types of ice cream raise 


different control problems, however, he 
pointed out. One occurs where ice cream 
and other trozen products are made on 


the premises. The other involves bulk ice 


cream ina soda-fountain type ot operation, 
With the first, controls can be achieved 
the with bevet ives. A 


through cups as 


batch should be measured out to determine 
yield, he said, adding that the 


the 


the propel 


manutacturer provides al recipe and 


vield for it. 
More difficult problems occur with soda 


dec lared 


AUTOMATIC 


fountains, he Since an exact 


count through portion control 


or 


physical inventory. ts impossible, super 


34 


“The 


fountain operation, while profitable, if not 


vision is of the utmost importance. 


adequately and properly policed not only 
will cut down profits, but can cost money 
indifterently.” 

side of the ledger,” he 
operation = ts 
stand. Also, it 
if you wish to break 


if supervised 
“On 
added a 


attractions at 


the other 
fountain one ot 
the best your 


is almost a necessity 


the 
build 
type of operation, 
or are contemplating the 
chicken baskets, etc., a 


tain operation can definitely produce extra 


away from standard indoor theatre 


items and volume with a_ neat 


restaurant If you have, 
installation of 
foun 


french fries, 


revenue tor vou.” 


SPOTLIGHTING THE BUILDING 

‘Dressing up” the refreshment building 
itself to make it 
Mr. 


spotlight on 


noticeable was 


He 


building, or 


“more 
‘Tollette. 
the 


advised by suggested 
putting a 
perhaps arranging for lights on the building 


to be thrown upward so patrons cannot 


fail to see just where it is. 
‘Too many 
too tormal,” he said, adding that the use 


refreshment buildings are 
of more colors would help to relieve this. 

He 
tising. In his own operations occurred an 
last 


also cited a need for more adver 


increase in’ sales year which he at 


tributed primarily to a new trailer run just 


betore the newsreel. The copy runs: The 
next subject you will see is our newsreel, 
atter which will be our intermission. 


“Letting the patrons know ahead of time 
just when to expect the intermission helps 


to prevent jam ups at— the concession 


counter,’ he said. “Some came during the 
news, others waited until after.” 
that run 


He also suggested exhibitors 


a cartoon, or coming attraction trailers di 


rectly after intermission instead of atter 
the main feature. ““People will buy more,” 
he pointed out, “if they know they have 


plenty of time before the main attraction 


begins.” 


MERCHANDISE COSTS 


A food analysis compiled from 
figures of a Midwest 


mitted to the meeting by Mr. Papas. The 


cost 


drive-in) was sub- 


breakdown for costs of merchandise sold 
is as follows: 

For plain popcorn, sold at lOc; costs 
were: corn, .917c¢; seasoning, .363c; box, 
755c, making a total of a little over 2¢ 
per package. 

For buttered popcorn, sold at 20c; corn, 
917e: seasoning, .363c: butter, 2.533c; 


1.5844 total ot a little over Se. 


box, 





Hamburger, sold at 30c; costs: meat, 
7.571c; bun, 2.083c; condiments, .660c; 
paper, .212c—total, 10“c. 

Frankfurters, sold at 20c¢; costs: meat, 
5.2c; bun, 2.083c; condiments, .660c; 
paper, .212c—total, 8c. 

Coffee, sold at 10c; costs: coftee, 1.6c; 
cream, 1.536c; sugar, .313c; cup, 1.140c; 
stirrer, .075—total a little over 4c. 

Hot chocolate, sold at 15c; costs: cocoa, 
3c; whip cream, 2.414c; cup, 1.14c; stirrer, 
.075—total a little over 6'4c. 

Small cold drinks, sold at 10c; costs: 
syrup, 1.744c; cup, .669c—total, 2.4. 

Large cold drinks, sold at 20c; costs: 
syrup, 3.489c; cup, 1.275c—total a little 
over +c. 

Ice cream sundaes, sold at 30c; costs: 
ice cream, 6.667c; whip cream, 2.414c; 
syrup, 2c; nuts, .286; spoon, .375c—total, 
11 4c. 

Ice cream bars, sold at 10c; cost 4™%c. 


Ice cream cup, sold at 15c; cost a little 
over 6'4c. 
Ice cream popsicles, sold at 10c; cost a 


little over 3'4c. 


Small potato chips, sold at 15c; cost 6c. 
Peanuts, sold at 10c; costs: nuts, 3.75¢ ; 
bag, .29c—total, 4c. 
SALES PER ITEM 
The analysis also contained the per- 


centages of all products sold in relation 


to the total refreshment sales. This list 
follows: 
Plain popcorn, 12.7%; buttered pop- 


corn, 12.06 ; candy, +.61°% ; hamburgers, 


8.91% frankfurters, 12.23% tamales, 
68% ; coffee, +.30 ; hot chocolate, .56% ; 
small cold drinks, 9.61% large cold 
drinks, 13.26% ; ice cream sundaes, 5.59% 


2.45%; ice bars 
ice cream bon bons, 


04% 
77% ; tatty 


ice cream Cups, cream 


and popsicles, 3.94% 
3.103; small potato chips, large 
potato chips, 1.16% ; peanuts, 
apples, .55°; cigarettes, 4.66% ; aspirin, 
O3%. 


Machine commissions, etc., amounted to 


.38°%; employees’ meals and _ spoilage, 
1.21'7 ; inventory shortages, .40%. 


CANDY DOLLAR SALES DROP 


Dollar sales by manufacturers of confec 
tionery and competitive chocolate products 
in January dropped 1° below those for 
the same period in 1952, according to a re 
port by the Bureau of Census, U. S. De 
partment of Commerce. Total sales were 
estimated at $86,547,000 — for 


1953; $86,898,000 for January 


January 
1952. 
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ADVERTISERS 


NOTE: See small type under advertser's 
name for proper reference number where 
more than one kind of product is advertised. 


Reference Adv. 
Number Page 
|—Adler Silhouette Letter Co. 39 
Changeable letter signs: front lighted panels for 
drive-ins (1A), hack-lighted panels (1/4), and 

changeable letters (IC) All dealers 
2—American Seating Co. 23 


Drive-in stadium seating. 


3—Armour & Co., Fresh & Smoked Sausage 


NTS and direct 


Dept. 27 
Frankfurters. Direct. 

4—Ashcraft Mfg. Co., C. S. 19 
Rectifiers. Unaffiliated dealers. 

5—Ballantyne Co., The 49 


Dealers: |, 4, 7, 19, 
77, 80, 93, 105, 113 


Packaged drive-in equipment 
20, 21, 32, 35, 43, 66, 70 
116, 125, 133 


6—Bausch & Lomb Optical Corp. 44 
Projection lenses. Direct and branches and dealers 
in all major cities 


7—Berezny Eng. & Mfg. Co. 20 


Drive-in car counter Direct 


8—Canada Dry Ginger Ale, Inc 33 
Soft drinks (BA) beverage dispensers (8B). 
Branches in principal cities. 


9—Carbons, Inc. 45 


Projection carbons Franchise dealers. 


10—Coca-Cola Co., The 2nd Cover 


Soft drinks (190A), beverage dispemers (108 
Branches in principal cities 

11—Concession Supply Co. 30 
Distributors 

12—Connolly, Inc., J. E. 26 
Frankfurter grills Direct 

13—Cretors Corp. 26 
Popeorn machines Direct 

14—Dad's Root Beer Co. 28 
Soft drinks (14A) beverage dispensers (14B) 
Direct. 

|\5—Eprad 15 
In-ear speakers. Direct 

16—F & Y Building Service, The 23 
Architectural design and building service 

17—Griggs Equipment Co 19 
Auditorium chairs. Direct 

18—Heyer-Shultz, Inc. 13 
Metal projection are reflectors. Dealers marked * 
and NTS 

19—Heywood-Wakefield Co 3 
Auditorium chairs. Unaffiliated aealers and direct 


20—International Projector Corp 4th Cover 
Complete sound and projection equipment NTS 


21—Koiled-Kords, Inc. 16 
Self-coiling cords for in-car speakers All dealers 
and Graybar Eleetrie Corp 


22—LaVezzi Machine Works 48 
Projector parts. All dealers 


23—Manley, Inc. 29 


Popcern machines. Offices in principal cities 


24—Mills Industries, Inc. 31 


Soft ice cream freezer. Direct 


25—National Carbon Co., Inc. 43 


Projection carbons. All dealers 


26—National Super Service Co., Inc 23 
Vacuum cleaners 


All dealers. 





~ MART 


Firms are numbered fer easy identification in using postcard. 





Reference Adv. 

Number Page 

27—National Theatre Supply 20 
Distributors 

28—Poblocki & Sons 39 


Drive-in sereens (28A), portable debris cart (28B), 
marquees (28C), box offices (28D), theatre fromts 
(28E)., poster cases (28F), portable snack-bar (28G). 
Direct. 


29—Radio Corp. of America 4-5 
Carpeting (29A) international Seat aduiterium 
chairs (29B) Oealers marked * 

30—Raytone Screen Cor 21 


Projection screens Unatliaied dealers 


31—RCA Service Co. 49 


Projection and sound maintenance service 


32—Robin, Inc., J. E. 19 


Motor-generators. Direct 


44—S.0.S. Cinema Supply Corp. 48 


Distributors. 
33—Steriloptics, Inc. i 


$-d speetacie sterilizer. Direct 


34—Strong Electric Corp., The 47 

Projection arc lamps (34A), spotlights 

Wealers: |, 2, 3, 4, 7, 8. 9. 13, 14, 5 

20, 24. 22, 24. 25, 26, 27, 28, 30, 32, 34, 36, 39. 
, 44, 46, 47, 48, 49, 51, 52, 54, 55, 56, 
, 60, 62, 63, GA, 66, 67, 70, 72, 
Bi. 84, 86, GI, 92, 93, 97, ’ 
101, 103, 105, 106, 107, 108, 109, ttt, E43, 114, 
115, 616, 117, 118, 119, 122, 123, 125, 129, 130, 131, 
132, 133. 


35—Theatre Seat Service, Inc. 21 


Theatre chair rehabilitation service. Direct 


36—Tropical Paint & Oil Co. 13 


Drive-in projection screen paint Direct 


37—Vallen, Inc. 18 


Curtain controls and tracks. Direct 


38—Vocalite Screen Corp. 20 


Projection screens. Direct 


39—Wagner Sign Service, Inc. 18 

Attraction panels (39A), plastic letters (39B) 
Ocealers: &, 10. 12, 43, 14, 15, 16, 67, 21. 23, 24, 
25, 26, 28, 29, 30, 32, 34, 35, 36, 40, 41, 42, 43, 
44, 54, 56, 57, 59, 60, 62, 64, 66, 67, 69, 70, 72 
73, 74, 75, 77, 79, 80, 86, 88, 89. 91, 92, 98, 100, 
101, (04, 167, 108, (09, 114, 115, 418, 119, 120, 
122, 123, 125, 129, 131 and NTS Detroit 


40—Westrex Corp. 6 


Foreign distributors 


4|—Whitney-Blake Co., The 16 
Non-conduit speaker system cable for drive-in thea- 
tres. Distributor: Graybar Eleetric Corp 


42—Williams Screen Co. 48 


Projection screens Direct 


43—Wrigley, Jr. Co., Wm. 24 


Chewing gum Direct 





Index to products Advertised 
& described in this issue, with 
e Dealer directory 

e Convenient inquiry postcard 


Dealer indications refer to listing on following pages. 


EDITORIALLY 


NEW DRINK DISPENSER, page 28 
Three-flavor drink dispenser with 1200-cup capac 
ity. Cole Products Corp. Postcard reference E44. 


POPCORN MACHINE, page 28 


New popcorn machine with a forced-air heat 


circulation system. Cretors Corporation. Postcard 
reference number I3A. 
CASH DRAWER, page 30 

Under-the-counter cash drawer for use as bank 
drawer or for auxiliary cash handling. Indiana 


Cash Drawer Co. Postcard reference number E45. 
BEVERAGE DISPENSER, page 30 


Fountain type refrigerated beverage dispense: 
with illumination. Majestic Enterprises, Ltd. Post 
card reference number E46. 


HOT CHOCOLATE UNIT, page 31 

Automatic hot chocolate dispenser with 3-gallon 
capacity. Interstate Restaurant Supply Company 
Postcard reference number E47. 


AUTOMATIC TELEPHONE SYSTEM, page 37 


New machine designed to answer incoming calls 
and deliver and record messages 
Answering & Recording Corporation. 
reference number E48. 

GATE HEAT DEFLECTOR, page 38 

Air-cooled gate heat deflector made available 
for the C. S. Ashcraft Manufacturing Company's 
reflector lamps burning !Omm positive carbons at 
the higher amperages. Postcard reference number 


Telephone 
Postcard 


4A. 
3-D SPECTACLES’ STERILIZER, page 39 
Machine employing ozone to sterilize third 
dimension spectacles. Steriloptics, Inc. Postcard 
reference number 33. 
NEW WATER COOLERS, page 39 
New line of water coolers, pressure type and 


bottle type models. Frigidaire Division of General 
Motors. Postcard reference number E49 


PLASTIC DOOR STRIPPING, page 41 


Plastic stripping for doors to provide safeguard 
against injuries to fingers from accidental door 
closings. Developed by Stanley Works. Postcard 
reference number E50. 


For further information concerning products referred to 
on this page, write corresponding numbers and your name 
and address, in spaces provided on the postcard attached 
below, and mail. Card requires no addressing or postage. 
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TO BETTER THEATRES Service Department: 


Please have literature, prices, etc., sent to me according to the following 
reference numbers in the April 1953 issue— 








NAME. 
THEATRE or CIRCUIT 
STREET ADDRESS. 





CITY 


STATE 














Theatre Supply Dealers 


Dealers in the United States listed alphabetically by states, numbered or other- 
wise marked for cross-reference from index of Advertisers on preceding page 


34—Falls City Theatre Equipment, 427 S. Third St 
35—Hadden Theatre Supply, 209 S. 3rd St 


1309 Cleveland Ave 


ALABAMA KENTUCKY 
i—Quecns Feature Services, 1912, Merris Ave., Birmiagham Louisville: 
ARIZONA 
2—Girard Theatre Supply, 582 W. Van Buren St., Phoenix 
ARKANSAS — LOUISIANA 

r upply Ce., 1021 G d Ave., Fort Smi ° 
S—fents thaws Supply, (008 Main St., Little Reck Be the ng 
CALIFORNIA 


37—Johnson Theatre Service, 223 S. Liberty St 
National Theatre Supply, 220 8. Liberty St 


Fresno 38—Southeastern Theatre Equipment, 2/4 S. Liberty St.* 
>—Midstate Theatre Supply, 1906 Thomas Shreveport: 

Los Angeles: 39—Alon Boyd Theatre Equipment, P. 0. Box 362 
6—ijohn P. Filbert, 2007 & Vermont Ave.* 
National Theatre Supply, 1961 8. Vermoat Ave MARYLAND 
7—Pembrox Theatre Supply, 1960 8. Vermont Ave Baltimore: 
&—B. F. Shearer, 1964 8 Vermont Ave. 40—J. F. Dusman Co., 12 East 25th St 

San Francisco: National Theatre Supsly, 417 St, Paul Place 
Nati:mal Theatre Supply, 256 Goldes Gate Ave MASSACHUSETTS 
*—Preddey Theatre Supplies, 167 Golden Gate Ave B + 

B. F. Shearer, 243 Golden Gate Ave osfon: 

Western Theetrieal Equipment, 337 Golden Gate Ave.* 41—Capito/ Theatre Supply, 28 Piedmont St.* 


ii 


c 


12 


National Theatre Supply. 2111 Champa St 
! 


i4 


c 


National Theatre Supply, 122 Meadow St 


42—Joe Cifre, 44 Winchester St 


COLORADO 


43—Iindependent Theatre Supply, 28 Winchester St 


44—Massachusetts Theatre Equipment, 20 Piedmont St 


Denver: 
Graham Brothers, 548 Limoin 8t 


Service Theatre Supply, 2054 Broadway 
—Western Service & Supply, 2120 Broadway.” 
ONNECTICUT 


New Haven 


National Theatre Supply, 37 Winchester St 
45—Standard Theatre Supply, 78 Broadway 
46—Theatre Service & Supply, 30 Piedmont St 


MICHIGAN 
Detroit: 
47—Amusement Supply. 


208 
48—Ernie Forbes Theatre Supply, 214 W. Montcalm St 
4%—MeArthur Theatre Equipment, 454 W. Columbia St 


W. Monteaim St 


. National Theatre Supply, 2312-14 Cass Ave 
DISTRICT OF COLUMBIA (Washington) 50—United Theatre Equplment, 106 Michigan St., N. W. 
\5—Brient & Sons, 925 New Jersey Ave.. N. W.* Grand Rapids: 
i6-—Ben Lust, 1001 New Jersey Ave., w. 51—Ringold Theatre Equipment, 106 Michigan St., N. W. 
FLORIDA MINNESOTA 
17—Joe Hornstein, 714 N. E. ist St., Miami. Minnea olis: 
1§6—Southeastern Equipment, 206 E. Bay St., Jacksonville.* 52—Elliott Theatre Equipment, {110 Nicollet Ave 
1G——-United Theatre Supply, 110 Franklin St., Tampa 53—Fresch Theatre Supply, 1111 Currie Ave.* 
0-——United Theatre Supply, 329 W. Flagler St.. Miam!.* 54—Minneapolis Theatre Supply, 75 Glenwood Ave 
National Theatre Supply, 56 Glenwood Ave 
GEORGIA 55—Western Theatre Equipment, 45 Glenwood Ave 
Albany: MISSOURI 
Dixie Theatre Service & Supply, 1010 N. Slappey Dr Kansas City: 
Atianta: 56—Missowri Theatre Supply, 115 W. (8th St.* 


National Theatre Supply, 187 Walton St., N 


24 


Capital City Supply, (61 Walton St., N. W. 


w 
Southeastern Theatre Equipment, 201-3 Luckie St.. N. W.* 
Wil-Kin Theatre Supply, 301 North Ave., N. 


National Theatre Supply, 223 W. {8th St 

57—Shreve Theatre Supply, 217 W. 18th St 

58-—Stebbins Theatre Equipment, 1804 Wyandotte St 
St. Louls: 

59—MeCarty Theatre Supply, 3330 Olive St 


ILLINOIS National Theatre Supply 3212 Olive St 

Chicago 60—St. Louls Supply Co., 3310 Olive St.* 
i 

25—Abbett Theatre Supply, (311 8 Wabash Ave.* MONTANA 

6—G. 0. Anders Co., 317 8. Sangamoe St '—Montana Theatre Supply, Missoula 
Gardner Theatre Service, 1235 8. Wabash Ave 

i—Movie Supply, 1318 8. Wabash Ave. NEBRASKA 

National Theatre Supply, 1325 S. Wabash Ave. Omaha: 


INDIANA 


2% 


( 
{ 


nae ta NEW MEXICO 
ey, age sa spells aan 65—Eastern New Mexico Theatre Supply, Box (009, Clovis, 
ior ar, ine., fnols 
Mid-West Theatre Supply Company, 448 N. Illinois St.* NEW YORK 

National Theatre Supply, 436 N. Hlinois St. Albany 


IOWA 


22. 


National Theatre Supply, 1162 High 


Evansville 


Evansville Theatre Supply, 2000 E. Chandler Ave 


Des Moines: 
Des Moines Theatre Supply, 112! High St 
st. Buffalo: 


62—Ballantyne Co., 
National Theatre Supply, 1610 Davenport St 

63—Quality Theatre Supply, 1515 Davenport St 
(4—Wostern Theatre Supply, 214 N. (5th St.* 


1712 Jackson St 


66—Albany Theatre Supply, 443 N. Pearl 

National Theatre Supply, 962 Broadway 
Auburn: 

67—Auburn Theatre Equipment, 5 Court St. 


68—Beeker Theatre Equipment, 492 Pearl St 
KANSAS 69—Eastern Theatre Supply, 496 Peart St.* 
Wichita: National Theatre Supply, 498 Peari St 
; ic a: 70—Perkins Theatre Supply, 505 P St 
13--Southweet Theatre Equipment, P. 0. Box 2138. 7i—United Projector & Film, 228 Franklin St 
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Postage will be paid by— 


QUIGLEY PUBLISHING COMPANY 
ROCKEFELLER CENTER 
1270 SIXTH AVENUE 
NEW YORK 20, N. Y. 
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New York City: 
72—Amusement Supply, 341 W. 44th St. " 
73—Capitel Motion Picture Supply, 630 Ninth Ave. 
74—Crown Motion Picture Supplies, 354 W. 44th St. 
75—Joe Hornstein, 630 Ninth Ave 
National Theatre Supply, 356 W. 44th St. 
76—8.0.S. Ginema Supply, 602 W. 52nd St. 
77—Star Cinema Supply, 441 W. 50th St. 
Syracuse: 
78~—Central N. Y. Theatre Supply, 210 N. Sallea St. 


NORTH CAROLINA 


Charlotte: 
79—Bryant Theatre Supply, 227 Church St. 
80—Charlotte Theatre Supply, ie S. Poplar. 
8i—Dixie Theatre Supply, 213 W. 3rd St 
National Theatre Supply, 304 S. Chureh st. s 
82—Southeastern Theatre Equipment, 209 S. Poplar St.* 
83—Standard Theatre Supply, 219 S. Church St. 
84—Theatre Equipment Co., 220 S. Poplar St 
85—Wil-Kin Theatre Supply, 229 S. Chureh St. 
Greensboro: 
85—Standard Theetre Supply, 215 E. Washington St. 
87—Theatre Suppliers, 304 S. Davie St 
OHIO 


Akron: 

88—Akron Theatre Supply, 120 E. Market St. 
Cincinnati: 

89—Mid-West Theatre Supply, 1638 Central Parkway.* 

National Theatre Supply. 1657 Central Parkway 

90—Theatre Equipment Co., 1714 Legan St. 
Cleveland: 

National Theatre Supply, 2128 Payne Ave. 

5i—Ohio Theatre Equipment, 2108 Payne Ave. 

92—Gliver Theatre Supply, E. 23rd and Payne Ave 
Columbus: 

93—American Theatre Equipment. 165 N. High St 

94—Mid-West Theatre Supply, 862 W. Third Ave 
Dayton: 

95—Dayton Theatre Suoply. i1f Volkenand St. 

96—Sheldon Theatre Supply, 627 Salem Ave. 
Toledo: 

97—American Theatre Supply, 439 Dorr St 

96—Theatre Equipment Co., 1206 Cherry St. 

OKLAHOMA 


Oklahoma City: 
99—Century Theatre Supply Co., 20 N. Lee St 
100—Howell Theatre Supplies, 12 S. Walker Ave 
National Theatre Supply, 700 W. Grand Ave 
(0i—Oklahoma Theatre Suppiy, 628 W. Grand Ave.* 


OREGON 

Portland: 
102—Modern Theatre Supply, 1935 N. W. Kearney St.* 
103—Portland Motion Picture Supply, 916 N. W. 19th St. 
104—B. F. Shearer, 1947 N. W. Kearney St 


105—Theatre Utilities Supply, 1987 N. W. Kearney St 
106—Inter-State Theatre Equipment, 1923 N. W. Heareey St 
PENNSYLVANIA 

Philadelphia: 


107—Blumberg Bros., 1305-07 Vine St.* 

National Theatre Supply Ce., 1225 Vine St 
Pittsburgh: 

108—Alexander Theatre Supply, 84 Van Bramm S8t.* 

109—Atias Theatre Supply, 402 Miltenberger St. 

National Theatre Supply, (721 Bivd. of Allies 

110—-Superior Motion Picture Supply, 84 Van Bramm St. 
Wilkes Barre: 


1it—Vincent M. Tate, 
RHODE ISLAND 
112—Rhode Island Supply, 357 Westminster St., Providence 
SOUTH DAKOTA 

113—Amorican Theatre Supply, 316 S. Main St., Sloux City. 
TENNESSEE 


Memphis: 
114—-Monarch Theatre Supply, 492 S. Second St.* 
National Theatre Supply, 412 S. Second St. 
115—Tri-State Theatre Supply, 318 S. Seeond St. 


TEXAS 


Dallas: 
'16—Hardin Theatre Supply, 714 —_ Hampton Rd. 
'!7—Herber Bros., 408 S. Harwood 
118—Modern Theatre Equipment, 910° Jackson St. 
National Theatre Supply, 300 S. Harwood St. 
119—Southwestern Theatre Equipment, 2010 Jackson St.* 
Houston: 
120-—-Southwestern Theatre Equipment, 1622 Austin St.* 
San Antonio: 
12i—Alamo Theatre Supply, 1303 Alametee St 
UTAH 
Salt Lake City: 
122—-Intermountain Theatre Supply, 264 E. First —— St. 


123—Service Theatre Supply, 256 E. First South S 
124—Western Sound & Equipment, 264 E. First South St. 


1620 Wyoming Ave., Forty-Fort 


VIRGINIA 
125—Norfolk Theatre Supply, 2700 Colley Ave., Norfolk. 
WASHINGTON 

Seattle: 
126—American Theatre Supply. 2300 First Ave., at Bell St 
127—Inter-State Theatre Equipment Co., 2224 Second Ave. 


128-—Modern Theatre Supply. 2400 Third Ave.* 
National Theatre Supply, 2319 Second St. 
129—B. F. Shearer, 2318 Second Ave 
WEST VIRGINIA 


130-—Charleston Theatre Supply. 506 Lee St., Charleston 
WISCONSIN 


Milwaukee: 
'31—Manhardt Co.. 1705 W. Clybourn St.* 
National Theatre Supply, 1027 N. Elghth St 
ed Smith, 710 W. State St. 
33-—Theatre Equipment & Supply, 64; N. Seventh St. 


















about Products . . 


%* news and views of the market and its sources of supply 


System Developed to Answer Phone 


And Record Messages Automatically 


AN AUTOMATIC telephone- 
answering device, designed to take care of 
incoming calls by delivering a ‘“talk-out”’ 
message from the subscriber to the person 
calling, and by recording any message the 
calling party wishes to leave, has been de- 
veloped by the Telephone Answering & Re- 
cording Corporation, New York. 

Called “Peatrophone,” the 
is essentially a double phonograph and re- 
It has control buttons 
“off,” “automatic,” “playback,” 
and “test talk-out.”’ Complete 
instructions for making the “talk-out” mes- 


new device 
cording machine. 
as follows: 


“record 


sage are engraved on the top of the rear 
shield. 

‘To record messages which will be heard 
by incoming callers, the subscriber places a 
small four-inch disc on the large turntable, 
presses the “record” button and speaks the 
message into the telephone. If an answer 
is desired, he then instructs the calling party 
The ‘‘talk-out” 
record is then placed on the small turntable. 
A large record is then placed on the other 
turntable, the “automatic” button pressed, 


when to start speaking. 


and the machine is ready. 

When the subscriber returns, he presses 
the “playback” button, places the pickup 
arm on the large record and receives the 
recorded messages through his telephone. 
Pressing the “off” button returns the phone 
to normal manual control. 

Should the subscriber not wish to record 
incoming messages, but only convey infor- 
mation to the calling party, he simply leaves 
the record arm on its hook and the machine 
will operate on an answering cycle only. 

The machine is designed to operate on 
either automatic or magnetic systems and 
is so sensitive that it will ring in on 2 milli- 
amperes; but a delay circuit is provided to 
prevent it from ringing in on false pulses 
or “transits” on the line. The length of the 
“talk-out’’ message is fixed at a maximum of 
30 seconds, and the incoming message is 


limited to 23 seconds between tone signals, 


BETTER THEATRES SECTION 





with a 3-second grace period aiter the last 


tone signal. However, machines can be 
supplied with parts providing for longet 
messayes 

A new type of amplifier has been devel- 
oped for the ‘“Peatrophone,” designed to 
provide an extremely wide range of AVC. 
It will record incoming messages that can- 
and this 


recording is played back at normal volume. 


not be heard by the human ear, 
The “talk-out” message is played out over 
an average volume of minus 5 
cited 


the line at 
VU, 


normally obtained over the telephone. 


as higher than that 
All 


control relays are operated on d.c. current 


which is 


with separate rectifiers located on the ring 





we 
7 — 
a 
ing relay chassis. “The clutch solenoid is 


also mice. however, by using separate recti 
fiers all switching is done on a.c. to extend 
the life of contacts, 

After the machine is set up for automatic 
answering, all functions are automatic with 
the exception of moving the pickup arm 
from the “talk-out” turntable to play back 
the When 


the “playback” button is depressed the re 


re orded Ing oming me€ssaye, 


ord arm ts lifted automatically and set over 
the proper distance for the next group of 


recordings. When the “automatic” button 






is again depressed, the rear turntable makes 


approximately two revolutions, which low- 
ers the recording needle on to the record 
and provides a lead vroove of one revolu 
tion, 

When the record is filled with messages, 
the “limit” 
but it cannot shut off until the completion 
of the last Lhe 


is so designed that the machine cannot be 


switch shuts the machine off 


message. circuit 


ringing 


rung in until it has completed its last cycle 


and returned to starting position. It is 


thus impossible for a calling party to get 
in on part of a message 


LOCATING THE MACHINE 


The ‘‘Peatrophone” is provided with ties 


for every type of cord used on standard 


telephone equipment. In the 
cation the machine should be placed along- 


averape lo 


side the telephone, but if this is undesirable 
it can be placed in another room with an 
extension telephone connected parallel to 
the local line. 

The machine weighs approximately 37 
wide, 14 
| he case 


hammer tone 


pounds and is about 10) inches 


inches deep and 8 inches high. 


is finished in brownish-gray 
baked lacquer but can be supplied in other 
The and 
number is engraved in the lid, and a place 


is provided for the name of the operating 


colors or finishes. name model 


company. Records will also be provided 


with any design on the label desired 


The recording is produced by a highly 
developed embossing process which provides 
over 60 minutes of recording time on one 
side on an 8-inch record. ‘This is accom 


plished at 15 rpm and 360 lines to the inch, 


Ihe turntables are driven by separate mo 


tors through molded rubber idler wheel 


The turntable centers are splined so that 
the record can be dropped on in any posi 
tion, 

laterally on 


ball 


is mounted on pivot 


‘I he recording arm travels 
a track 


The lead Screw 


using longitudinal bearings. 
point 
The recording turntable i 
self 


ifiti 1S 


ball bearings. 
mounted on one ball bearing and one 


lubricating bearing. ‘The pickup 


mounted on a special torque tested instru- 


ment type ball bearing and needle 


one 
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earin All other beari n the machine 
are of the self ting type All shaft 
are stainle teel with the ¢ ception of the 
lead eM which bra chromium 

plated 
I hie cha plate aluminum 3 l6 ot 
inoinch thick while the leys Dottom plate 
and othe: upporting members are teel 
All springs and pins are 


black enameled 
tec] All 


teel working parts are 


] 
Phe turret that controls the pu kup in 


Is molded nvlon while the year on the 
lead rew i tull cut nylon gear 1 hie 
clutch vear ire Dra with the pinion 1 d 
ing on a stainte teel shatt Phe timer 
motors are Hayden synchronous shitt mo 
tors returned by stainless steel flat springs. 
41] rela ind witch blades are nickeled 
ilve with bifurcated Western [lectri 
cre bar contact 

The case fabricated of sheet aluminum 
3/32 of an inch thick and is held on the 
chassis by two hidden latches, located under 
the front and rear shield ‘The machine 
is designed in three sections to give quick 
and easy acce to every part 


Ashcraft Air-Cooled 
Gate Heat Deflector 


increased use of its heat-reflect 
the heat 
the GC. 8. 


/ Ong 





Re portine 


method reaching 


Lsheratt 

Island 
sed a description of 
the 


ny of reducing 


j 


the film in the aperture 


Vanulfacturing Company, 
City, N. Y 
the device, 
reflector 


has relea 
which 1s 
lamps burning \Omm post 


Phe 


ai atlable for com 


pany s 
higher amperaqdes 


follows 


five carbons at the 


manufacturer s description 





ot 


4 


POR \ NUMBER years 


continual earch | many 


ha 


by ire hie 


there Deen 
of the motion picture industry tor 
i successful and practical means of reduc 


vhi 


i certain point, this 


the heat projected on the tilm by | 
Beyond 


heat will damave the 


my 
pawered AT¢ 
filam causing bucking 


results 


warping and embossing which in 
an out-of-focus effect on the screen. ‘The 
higher the optical speed of the projection 


lens the greater the amount of this eftect 


Numerous methods of removing — the 
heat trom the light beam have been sug 
vested and some put into practice. ‘These 
include the use of heat-absorbing glass and 


projecting high pressure tlt streams on 


both sides of the film, besides other meth 
ods 


been acc epted 


However, none of these svstems have 


as the ultimate answer to 


the heat problem. Some were prohibitively 


or caused secondary difficulties 


expensive 
Heat-absorbing glass does not seem to be 
the answer, since light loss is almost equal 
to the heat loss 


Described below is a method of success 


fully reducing the heat factor while not 
appreciably effecting the projected light. 
It has been tested thoroughly and found 
pra tical 


USING HEAT-REFLECTING CLASS 


Heat-refle ting glass has been available 
tor several years but its application to high 
powered ares has heretofore been unsuccess 


ful for reasons hereinafter described. Heat 


reflecting glass is quartz, or heat-resisting 
vlass discs upon which is coated, in a 
vacuum chamber, many lavers of various 
metals. This coating is transparent and 
in only be detected when the vlass Is 
held at an angle. Vhe reflected light has 


t blue yreen tinge. ‘The manutacturers o1 
processor ot the heat reflecting olass claim 
reflects 29-30% of heat 


but intercepts only 5-6°% of the visible light 


that it the rays, 
passing through the filter, “These figures 
seem to be substantiated in actual practice. 


While the heat 


plishes the purpose effectively, the coated 


reflecting filter accom 


surfaces are unstable under high arc beam 


temperatures, becoming brown in the cen 
ter. This deterioration has been found to 
be 


cally and at right angles to the optical axi 


quite rapid. Also, when placed verti 





the deflected heat Is projected back toward 
the reflector and directly on to the posi- 
tive carbon and arc lamp mechanism, caus- 
ing over heating. It was necessary to over- 
come these two difficulties before practical 
use could be made of such filters. 
A drawing of the Ashcraft 


heat deflector shows how this problem has 


air-cooled 


been solved. A cast-aluminum blower hous- 
ing and duct is mounted upon the front of 
Asheraft ‘““Super-High’”’ 
lamp the light 
with the light beam opening in the lamp- 


the projection 


with aperture coinciding 


house front. A 5-inch heat reflecting glass, 
mounted in a suitable frame and held in 
position by three spring clips is set at an 
angle of approximately 15° to the optical 
aXis, The 
and frame accomplishes four purposes: 


i; ae 


toward the base of the lamphouse away 


angular position of this glass 


reflects the heat beam downward 


from the mechanism. 
2. It 


cooled blast in the duct. 


presents a maximum area to the 
aur 

3. It deflects the air stream away from 
the interior of the lamphousing where it 
would cause arc turbulence. 


4. 


between 


It makes unnecessary the use of glass 
the 
which ordinarily prevents the shutter fan 


rear shutter and lamphouse 














J ] —— 
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Above the Ashcraft heat deflector is shown mounted 
on a “Super-High'' lamp. The device is indicated 
functionally in the drawing, which shows the light 
beam directly from the reflector at A, the visible 
while the 
heat rays are reflected at an angle at C. D indi- 
cates the air flow from the blower at the top, while 


light passing through the filter at B, 


the deflected air 
cooling the glass, is shown at E. In order to make 
the filter accessible to the projectionist, the glass 
mounting frame is cast integral with a door which 
swivels outward and can be lifted out. When 
and air-tight. Occa- 


necessary with 


stream, after passing over and 


in 
position, the door is light 
sional cleaning of the glass is 


pads of surgical cotton. 
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from disturbing the arc, but reduces the 
total light about 10°C. 

A. ball-bearing shunt-wound motor its 
mounted on an extension of the blower and 
This 
directly to the arc terminals and has a speed 
3500 A. squirrel 


duct casting. motor is connected 


of approximately rpm. 
cage fan is mounted directly on the motor 
shaft so that an extremely high velocity 
and large volume of air is directed upon 
the filter glass. Sufficient heat is thus  re- 


moved to prevent deterioration of the 
coated surfaces. 

The fact that the 
glass may be discontinued means that even 
heat the light 
will be projected, as the loss 
10°. This 


losses. 


usual rear shutte: 


with the filter in beam, 
more light 
in the shutter glass is at least 


is more than the total filter 


New Ozone Sterilizer 
For 3-D Spectacles 


A MACHINE employing 
ozone (a form of oxygen) to sterilize and 
deodorize permanent type. third-dimension 
spectacles for use and re-use by theatre pa 
trons, has been developed by the Electro 
Aire Corporation, Long Island City, N.Y. 
‘Tests of the effectiveness of ozone in steri 
lizing the glasses were conducted by Para 
mount Pictures in conjunction with Elec 
tro-Alre. 

In making the announcement of the ma- 
chine, Paul 
president, and Dr. Leon J. Warshaw, Para- 


Raibourn, Paramount vice 
mount medical director, pointed out that 
a major problem arising from the wide 


the 3-D 


pictures is the shortage of light polarizing 


spread interest) in exhibition of 


spectacles necessary for each patron, and 
the relatively high cost of such spectacles 
that can be purchased. ‘“Vhe solution to 
this, of the 


glasses from patrons as they leave the the 


course, lies in collection of 
atre so that these can be reissued for othevs 
to use,” they said. 

“The shortcomings of sterilizing meth 
ods used to date for 3-D glasses include in 
adequate defense against infections, objec- 
tionable residual odor from germicidal solu- 
tions, or interference with optical proper 
ties of the lenses in consequence of repeated 
deposition of chemicals on lens surfaces,” 
Messrs. Raibourn and Warshaw explained. 
“Tt is obvious,” they added, “that chemical 
solutions cannot be applied to the paper 
frames of eveglasses so constructed.” 

The 
Electro-Aire 


contamination of 


with the 
delib 


glasses with 


Paramount experiment 
consisted ot 


3-1 


contagious forms of skin and eve infections. 


machine 


erate 


After exposure to ozone 20 minutes, the 
glasses were found to be completely sterile, 
all organisms having been destroyed, 
Neither the optical quality of the lenses 
(both coated and impregnated types), nor 
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any part of the trames (paper and plastic) 
were affected, the report said. 

The machine is designed to be placed in 
the lobbies of theatres where patrons can 
While it is in 


sign on top lights up, announcing: “View 


see It. operation a large 


ers are being sterilized.” 
The 


holding from 50. to 


now 
contains 20 each 
100 


The trays are placed in the machine, and 


machine travs, 


gl asses. 


pairs oft 


the automatic time switch turned on. At 
the end of 25 minutes, the machine shuts 
off automatically and the glasses are ready 
tor redistribution. In addition to this large 
model, which will sterilize 2000) glasses 
per hour, a smaller machine is planned with 
10 trays to sterilize 1,000 glasses per hour. 
Emphasizing that Paramount has no in 
vestment in or control over distribution of 
the machine, Mr. Raibourn said the com 
pany’s only interest in conducting the ex 
periment was “to arrive at a quick and ef 
fective sterilizing method which could. be 
put at the industry's service.” 
‘The ozone sterilizer is being distributed 
Island City, 


by Steriloptics, Inc., Long 


ae # 


Pressure and Bottle 
Water Cooler Models 


\ NEW 


drinking 


water coolers, three pressure-ty pe and two 


LINE of 


bottle type models, has been introduced by 
the Frigidaire Division of General Motor 
Corporation, Dayton, Ohio. All 
the 


are self 


contained and powered by Frigidaire 


“Meter-Miser”’ 


The pressure-type models have a capacity 


refrigerating compressor. 


for cooling 6, 12, and 18 gallons of water 


per hour respectively. New innovations of 
the line include instantaneous cooling, de 
signed to provide the user with a cold drink 
of water instantly; a toe-operated, electric 
located at the bottom of 


bubbler control 


the cabinet; and a “magic action” bubble: 


designed to hold a uniform stream height 


DRIVE-INS IT’S 
PERMASCREEN 


AMER & CAN PATEN 


Permascreen requis 
manutac tured of v 

like finish that 

and a unit n re 

Read what o Permascreen 


Dear Be 


We have just ¢ 
Permascreen { 


and Ff d it ever 


or any exhibitor interested in givi 


} ) presentation, we heart 
1 Permascreen. We are goingt 
other drive theatre the near futu 


may be sure that it w 


Permascreen. 
the 
» rema 
Cordial ifs, 
L. E. BREWER, 
BREWER AMUSEMENT 


Pauls 


President 


Valley, ¢ ah 


ll your Permascreen now - it's 


LLAOCCDDD ADDED EAE DEAE A AOA 


We invite you to use our time payme 


FOR THE DRIVE-IN THEATRE 

Handy Andy - Dedris collector & incinerator 
Snack-Kar- Mobile food vendor 

Traffic Control - Mobile traffic director 


FOR THE INDOOR THEATRE 
Marquees - conventional or inner service 
Fronts - - Vitracon or stainless steel 


FOR BOTH INDOOR G OUTDOOR 
Poster Cases-aluminum or stainless steel 
Attraction Signs -- Name Signs 
Box Offices 

DISTRIBUTED BY 


NATIONAL THEATRE SUPPLY 


OCHEL AND SOS 


MILWAUKEE 1. WISCONSIN 


2189 S KINNICKINNIC AVE 





For The Best Signs You'll See... 


ADLER 


CHANGEABLE LETTER DISPLAYS 


ADLER GLASS-IN-FRAME DIS- 
PLAYS—‘‘REMOVA-PANEL” — 
“THIRD DIMENSION” PLASTIC 
G CAST ALUMINUM LETTERS 


ADLER “‘SECTIONAD”’ LOW COST 
CHANGEABLE LETTER DISPLAYS 


WRITE FOR FREE CATALOG 


ADLER SILHOUETTE LETTER CO. 


11843 b W. Olympic, Los Angeles 64, Calif. 
3021 b West 36th Street, Chicago 32, Ill. 











39 











even when water pressures are as low a 
40 high as 150 pound 

sis ; 

These unit ilso have white stain-re 
sistant porcelain tops with provisions for 





installing a glass filler; gray-finished cab 









inet shells made of steel and Bonderite 
treated; and adjustable glides on each cor 
ner for proper leveling. A cold control 
allows regulation of the temperature of 
the water All three models have the same 





over-all size; height, 38 inches; width 
depth 18 inches. 


‘J he two bottle type models have a Capat 





16 ine he 






2 gallons ot water per 


(WBCR-1) 


“a refrigerated storaye compartment located 





ity to cool up te 


()ne ot 





hour. them features 






at the front of the cabinet that freezes and 






tores 28 ice cubes in two Frigidaire Qui 
kube trays. It also has storage space for 
36 6-ounce bottles or other items needing 
retrivgeration., ‘The water faucet is the 


push-button type, which automatically shuts 
off the stream when released. 

No plumbing of any kind is needed and 
the unit can be plugged into any convenient 
Overall 
height bottle), 39 
width, 16 inches; depth, 23 

Model WBR-2 is similar in design and 


construction with the same overall appear- 


electrical outlet. dimensions are: 


(without inches ; 


Irie hes. 


ance, but it does not have the refrigerated 
In addition it has a cooling 
hour. It has 


storaye space. 
capacity of two gallons per 


the same dimensions except depth (2012). 
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Breuer Buys New Plant 
To Expand Production 


PURCHASE of 


iddi 


pre duc tion of 


THE 


tional facilities to expand 
Electric 


Manufacturing Company, 
Chicago makers of 


“Tornado” industrial 


Sreuer 


Vacuum cleaners. port- 


able ele tri blow ers 
and floor scrubbing 
machines, has been an 


nounced by a3 A. 
Breuer, president. 
The 


purchased a 


company — has 





plant of 


8,000 sq. ft. 
at 5100 North Ravenswood Avenue. 


adjoining their present plant 


New Devices Added 
To Prestoseal Splicer 


IMPROVEMENTS in its elec- 


tric automatic splicer designed to splice 


35mm or lomm film without scraping or 
the use of cement have been announced by 
the Prestoseal Manufacturing Corporation, 
Long Island City, N. Y. 

The “PRO Model Presto-Splicer” oper 
ates on a principle which is a combination 
of controlled heat and pressure applied in 
controlled time 


a precise, automatically 


cycle. The complete cycle, including cut- 
cooling, and removing the 


takes 


ting, welding, 


film from the machine, 10° seconds 


atter editing. 

Additions to the model include a ratchet 
assembly, which advances a teflon tape ap- 
surface for each 


plying a new 


splice, which is designed to assure a perfect 


pressure 





Also added is a pre-plas- 


splice each time. 
ticizing assembly which automatically pre 


plasticizes the film prior to the splicing 


This is designed to eliminate any 
film 
a flexible splice under all conditions. 
unit are: height, 9 


17 inches. It 


CVE le. 


chance of the becoming brittle and 


allow 

Dimensions of the 
inches; width, 1114; length, 
weighs 17 pounds. ‘The splicer plugs into 


a standard 120-volt outlet and is provided 
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with a current control to compensate for 
voltage variations, Viewing lights of 2x3'% 


inches are in the base of the unit. 


New Plastic Stripping 
For Door Finger Guard 


A FLEXIBLE plastic strip- 
ping tor doors designed to provide a sate 
guard against injuries to fingers from acci 
dental door closings has been developed by 
the Magic Door Division of the Stanley 
Works of New Britain, Conn. By far the 
greatest number of such injuries, the com 
pany declares, happen to children “investi 
gating’ open door jambs, only to have the 
doors accidentally closed on their fingers. 

The new stripping, called “Stan-Guard,” 
runs the full length of the door at the 
door jamb, sealing off the danger area from 
top to bottom. It is fastened to the door and 
with aluminum = anchor 


the door trame 











mouldings, which, it is pointed out, hold it 
securely in place while not interfering with 
the opening and closing of the door. 

Made “Plastisol,” the 
stripping comes in aluminum grey, match- 
ing aluminum framed doors and providing 


from extruded 


a neutral compliment to other trim. A 
of widths is available. Installation 
virtually any 


variety 


can be made on hinge or 


pivot-hung doors. 
* 


MORE CINERAMA LAMPS 


In contemplation of further presentations 
beyond the current ones in New York and 
Detroit, Cinerama has placed an order with 
National Theatre Supply for 60 additional 
“Excelite’ 75-130-ampere 
lamps, bringing the total lamps bought and 
ordered for Cinerama showings to 72. 


reflector arc 
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WASH ROOMS MODERNIZED 


Me = 


OU 








Modernization of seven washrooms, one of which 
is pictured above, was completed in its main offices 
at Detroit by the Fruehauf Trailer Company, us- 
ing Marlite plastic-finished wall and ceiling panels, 
manufactured by Marsh Wall Products, Inc., Dov- 
er, Ohio. The panels were installed over existing 
walls without interruption of normal office routine 
about a year ago. "Today these interiors still 
look brand new," a Fruehauf official has reported, 
“and their upkeep has been economical since they 
are quickly cleaned with a sponge or damp cloth, 
and require no polishing.” The panels are avail- 
able in a wide range of colors and patterns for 
lobbies, corridors, offices and other 
Their high-heat-baked finish re- 


sists moisture, grease, smudges and stain, accord- 


entrances, 
service areas. 


ing to the company. 


Wall Covering with 
Vinylite Resin Face 


A NEW semi-flexible wall 


with a textured, embossed sur 
of Vinylite 
a firm rubber-saturated paper backing has 
Bolta Sales, 
Inc., of Mass., manufacturers 
of Boltaflex plastic upholstery. The 
material is available in two different forms 

“Bolta Wall” for professional installa 
tion and “Bolta Wall Tile” 

“Bolta Wall” is sold to the professional 
roll form on an installed basis 


covering 


face made resins laminated 


been developed by Products 
Lawrence, 
new 


for home use. 


consumer in 


only. Its face sheet is up to six times 
thicker than that of coatings used in most 
waterproof wallpapers, 


When used as wainscoting, there- 


according to the 
company, 
fore, the added thickness provides maxi 


mum protection against impact and mar 


The covering is 
which are 48 


ring, it is pointed out. 
produced in 25 yard rolls, 
inches wide. 

Surface 


bamboo and 


textures for the new covering 


leather-grain finish. 


has the 


include 
The 


and texture of 


bamboo pattern appearance 


natural wood finish and 


green, grey and natural 
The leather-grain finish 
comes in tan, buff, 


dark green, light green, red and grey. 


is available in 
decorator colors. 
brown, chartreuse, yel 


low. 


colors and new 


Additional 
planned tor the future. 
With the use of 


wall covering can be 


patterns are 
a special adhesive the 


new easily applied to 
It cuts cleanly, the 


tolds easily 


most interior walls. 


company explains, and around 


sharp inside or outside corners. It can be 
cleaned with a mild soap and water solu 
tion and a 

Other 


product by the company include 


sponge. 

advantages claimed tor the new 
resistance 
fading and also 


to scrufing, abrasion and 


to chipping, cracking and peeling 


RCA Announces Metallic 
All-Purpose Screen 


\ NEW metallic screzn said 
to have been designed to meet requirments 
of both 3-D and wide-screen systems, has 
announced by the Theatre Equipment 
RCA Victor Division, Radio 
America, Camden, N. J 


screen is said to be also suitable 


been 
Section of the 
Corporation of 
The new 
to regular projection in houses using high 


intensity light sources. “The screen tabric 


is woven of “Saran” plastic filaments 
Previously the only RCA seamless metal 
“maz 


lic screen was designed for use with 


da” or low-intensity carbon are lamps 


NEW WESTREX LICENSEES 

A total of 29 
signed during 1952 by Westrex 
New York, 


according fo an 


recording licensee agree 
ments were 
Corporation, with distributors 
in ten countries, announce 
ment by E. S. 
general manager. 
stalled the latest 
Westrex 


phic, 


Gregg, vice-president and 
New licensees that in 
Western Electric and 


motion picture studio, photogra 


magnetic and disk recording equip 
ment in the year include the following: 

New York; Photo 
New York; Cine 


Cinesound 


Seaboard Studios, Inc., 
Magnetic Sound Studios, Inc., 
rama, Inc., New York; 
Fulton Recording 


Company 
New 
Standard Camera Equipment, Inc., Glen 
Mrs. Mary Keith, Burbank 

Glenn Sound Company, Holly 
wood; Hughes Sound Films, Century 
Record Manufacturing Company, Burbank 
I. F. E. Studios, Inc., New York 

Also Recorders, Los 
matograph Export Ltd., London; Narasu Studios 
Ltd., Madras; Revathi Studios, Madras; M & ‘I 
Films, Ltd., Bharani Pictures, Madras 
Les Productions Fox Europa, S. A. F., Paris 
Emile Couzinet, Administrateur Delegue, S. A. 
du Casino Royan, Bordeaux; 
Maristela, S. A., Sao Paulo 

Also Radio Difusora, 
Sperimentale Di 
Studios of ‘Taiwan 
Taiwan; Keris Film 
Perusakaan Pilem Negara 
Artis Indonesia, Djakarta; 
Film Corp., Ltd., Djakarta; Daiwa Productions 
Inc., Tokyo; and Nikkatsu Motion Picture Corp 
Tokyo 


Hollywood; 
York; 
dale, Calif.; 
Calif.; Glen 


Company, 
Louise 


Denver; 


Picture Angeles; Cine 


Bombay; 


Cinematografia 
Sao Paulo; Centro 
Rome; Film 
Department 


Cinematograhia, 
Information 
Productions, Singapore; 
Djakarga; Perseroan 


Indonesian National 





NEW LITERATURE 


lir Diffuser 
No. 45 
hitving choice 
dittuser conditionir 
been released by the Anemostat 
Americ i Now 
vised edition, the manual cor 
ection on duct t 


Illustrated 


pertormance data 


with photogra 
ind Cust 
the manual how how proper 


ind the correct number ot required 


units are determined. Request for copies 


hould be addressed to the company at 10 


east 39th Street, New York. N. » 
aa 


RUSH 3-D SCREENS 
\l ikimum 


Raytone Screen 
N. Y., are now 


third-dimensional 


tacilities of the 
Brooklyn, 


devoted to 


production 
Corporation, 
being stereo 
projection, 


creens Tor 


ind delivery is now set for April 30th, ac 


cording to an announcement from Leonard 


Satz, of the company. ‘The firm has also 


developed a “3-D stereo screen” paint for 


drive-in and indoor theatres, now available 
for delivery. Drive-in operators are cau- 
tioned to use the paint on smooth surfaces 
only. 

© 


3-D BOOSTS RCA SALES 


Sales of RCA theatre projectors and are 
lamps have shown a marked increase in the 


past two months due to the current interest 


in 3-D pictures, according to a report from 
J. F. O’Brien, manager of RCA’s theatre 


equipment section. If the current trend 





HOW METAL REFLECTORS HAVE KEPT PACE 
WITH ADVANCES IN PROJECTION LIGHTING 


By E. B. HEYER, Heyer, Shultz, Inc., Cedar Grove, N. J. 


Tne gla 
1 retie 


me | 


mpensate 


jifferentia 


urate ana ea 
nment. The 


1 in detail, and an 


metn 


wvailable from Heyer Shultz. 


Then drive in the atre 
one t which was 


sae : ; 
aht with which ti umi 


or Jinarily arae 
e aeve 
highe i amperage 


n the 


neat 


market. Becaus« 


f +hj 


jecti n 


were 
hotter 


that 
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THE NEW 


NATIONAL 


TRADE -MARK 





13.6 mm Regular H. 1. Carbon 


Gives You: 
e BRIGHTER SCREEN 


e COOLER APERTURE 


e LONGER LIFE 


THE wEwW 
NATIONAL 
13.6 em Reguier 41 Corben 
Gives You 
* BRIGHTER SCREEN 
* COOLER APERTURE 
* LONGER LIFE 


...and not ONE PENNY added to the PRICE! 


Hard on the heels of the sensational, new “National” 7 mm and 9 mm 
“Suprex” carbons comes still another major product improvement 
— the new 13.6 mm x 22” Regular High Intensity projector carbon 
for condenser-type lamps. 


HERE’S HOW IT WORKS: 


AT 160 AMPERES, (ten amperes higher than the previous H.L 
Regular), you get a brighter screen, a more uniform arc... with no 
added heat on the film. 


AT 150 AMPERES, (same current as its predecessor), you get the same 
screen brightness with /ess heat on the film — and, according to labora- 
tory tests, at least 150° lower carbon consumption! 


For cleanliness, and to protect against moisture, each unit package of 
the new carbons comes to you enclosed in a heat-sealed, polyethylene 
envelope. Order your supply of these NEW, uniformly dependable 
“National” carbons and treat your patrons to a better picture . . . your- 
self to lower operating cost. Your theatre supply house has them NOW?! 


BUY WISE— 
DEMAND TO 
SEE THE 
DIFFERENCE! 


The terw Nat ' and pres wre trade + fen 


f Union Carbide and Carbon Cory at 


NATIONAL CARBON COMPANY 
A Division of Union Carbide and Carbon Corporation 
30 East 42nd Street, New York 17, N.Y. 
Diatrict Salea Office Atlanta, Chieayo, Da 
Kansas City, New York, Pittsburg! on Fr 
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continues, sales of these items for the first 


quarter otf 1953 are expected to be consid- 






erably higher than for the corresponding 






quarter for 1952, he said. 







New Coin Changer 
With Storage Box 
















4 NEW semi-automatic 





coin changer, featuring an inner storage 








box underneath a removable top tray, is 





now being distributed by Norpat Sales 
Inc., New York, for the Metal Products 
Engineering, Inc., Los Angeles. 
Trade-named the “M. P. Jr. Coin 
Changer,” the unit operates with a light 













pressure of the thumb, which ejects a single ° 






coin into the palm. It has an aluminum 













body with a gray hammertone finish. Steel 






parts are cadmium plated, and coil springs 


LONG THRO 


That’s why more 






and more drive-ins 






choose Bausch & Lomb 








Build capacity patronage... for 





better-than-ever profits... by 






giving all of your patrons the 






world’s most satisfying screen 










images. Unequalled edge-to-edge 
. are heavy-duty piano wire. Dimensions are 

sharpness and definition, at all 8x10x6'4 inches, and weight is 9 pounds. 
Capacity of the changer and top tray 
combined is $125 from 1¢ to 50¢. The 







ranges, all angles. Breathtaking 






oe “25° ° tr: tl ecessed handles lifts -asily 
contrast... vivid, brilliant images, bnstagees anal ae ee ge ' 





even when fully loaded with coins. It has 





utility space for additional change, stamp 


actually 44% to 100% brighter! 





pads, ete., and contains a slot for ten silver 
dollars. ‘The storage box underneath can 





Tops in “Come back 





be used for putting excess currency or paper 





out of sight. 
Also available from the company is a 


again!” appeal. 












base attachment for the changer, which 





BAUSCH ¢ LOMB CENTENNIAL converts it to the roll-out type. 
WRITE 60: complete information, * 
Bausch & Lomb Optical Co., 67916 NEW LITERATURE 





Playground Equipment: An illustrated 
catalog describing its line of playground 





St. Paul St., Rochester 2, New York. 





equipment has been issued by the American 
CZ VA Playground Device Company, Anderson, 
Bausch & Lomb UpplT tHe foot Projection Lenses Ind. Described is such apparatus as swing 


sets, merry-go-rounds, castle towers, etc. 
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Che Needles Eye 


A Department on PROJECTION & SOUND 


® “No other art or industry in the world narrows 


doun its success to quite such a NEEDLE’S EYE as that | 


through which the motion picture has to pass—an optical aperture—in the continuous miracle of the screen 


by a man and his machine, the projyectionist and his projector.” 


TERRY RAMSAY! 


Why 3-D Requires Precision 


In Equipment and Operation 


BY GIO GAGLIARDI 


PROJECTION of 3-D films 
has developed an entire set of new and 
different 
Mainly these arise from 

the necessity of operat- 
ing two 


somewhat problems for the 


projection room. 
— : 

1 projectors 
simultaneously to pro- 
disparate 
pictures superimposed 


ject two 


upon the screen. 

We are now dealing 
with stereoscopic pro- 
jection, and the prob- 





lems involved are in- 
delibly related to all 
the complicated the- 


GIO GAGLIARDI 


ories and phenomena of stereoscopic pho- 
tography. (The word stereoscopy is de- 
rived from two Greek  bases—stereos, 
meaning solid; and skopos, meaning to see. 
Thus stereoscopy means to see solid.) 
Fundamentally, stereoscopy is based up- 
on what seems to be rather simple prin- 
ciples. The human being has two eyes 
which are separated from 21% to 25% 
inches. This is called the interocular dis- 
tance and is one of the most important 
factors in the entire theory. Because of 
this separation, each eye has a separate and 
different point of view for any object 
within the line of sight. 
—slightly different—supply the brain with 
information which it uses in forming a 


‘These two views 


conception of depth (perspective). 

When two photographs are made of the 
same object or scene, with two 
separated by a distance virtually similar 


cameras 


to that between the eyes, these two photo- 
graphs will correspond to the visual 


BETTER THEATRES SECTION 


images of the two eves. Now if these two 
photographs are viewed such a mannet 
that each eye sees its own picture and not 
the other, then conditions comparable to 
direct binocular vision are established and 
the two photographs will fuse into one 


stereoscopic or three-dimensional picture. 
STEREOSCOPIC PRINCIPLES 


The problem then involves two principal 
and fundamental steps. “wo photographs 
must be taken from two different points of 
view. ‘These two photographs must be 
viewed simultaneously; but each eye must 
only see its own picture. Let us examine 
the principles of the stereoscopic projec- 
tion system where these two dissimilar 
images are projected on a screen. 

Simple sketches embodying these prin- 
ciples are shown in Figures 1, 2, 3 and 4. 
In each case a spectator is located at a 
distance (/’) from the picture screen, on 
to which are projected the images from the 
left and right films of a stereoscopic pair. 
Let us say that the spectator’s eyes have a 
separation of 2% inches, which is about 
the average interocular spacing. By means 
of the selective (polarizing) spectacles, the 
viewer's eyes are able to see every single 
point or detail of each picture very much 
like the scanning beam of two. synchro 
nized cathode ray tubes. Automatically each 
eye will select any similar point on each 
picture and resolve it into an image in 
space. 

1: A point P from 
the left projector is focused on the screen 


An iden 


Let us examine Figure 


and is seen only by the /eft eye. 


tical point ? from the right projector is | 

| 
also focused on the screen and it is seen | 
But both of these points | 


by the right eye. 


GET ON THE 


Whatever 3D or Panoramic 
System you will use: 


Cinerama 

Natural Vision 
Stereo-Techniques 
Cinemascope 
Triorama 
Stereo-Cine 

Tri-Dim 

Depth Dimension 
Electronic Images in Space 
Naturscope 
Paravision 

Metro Vision 
Amorphoscope 
Tri-Opticon 
Dunning 3D Process 
Vectograph 


hevwmaine 


SUPER-CHARGED 


ORLUX 
. Carlene 


- will give you: 
INTENSIFIED LIGHT 
INCREASED STEADINESS 
UNIFORM DISTRIBUTION 
COOLER BURNING 


Lorraine 
carbous 
FOR ANY SIZE 


THEATRE OR 
DRIVE-IN 


CARBONS, Inc. 


Boonton, N. J. 
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“| SCREEN 


sat (RIGHT 
P &£ LEFT) 


EROM RIGHT PROJECTOR 












FROM LE 


me FT Pr 
—_ a aa OJECTOR 
= agg 


Ri nia 


| ~ = 7 
a eu \\ RIGHT EYE 
’ 

"<a Lert Eve 


Point ''P" from left film and point ''P" from right film converge at point 
Left and right eyes converge on point P’ at screen. Film parallax 


FIGURE | 
P"’ on screen 
is zero Sc reen parallax 1s zero 


| SCREEN 
p | 











INFINITY P| FROM RIGHT PROJECTOR 
p 91? (RIGHT) : 
j~.P, 5 FROM LEFT PROJECTOR 
, . 
(LEFT) >< ~ 
. 4. 
mn \a RIGHT EYE 
in fv 
Af LEFT EYE 
FIGURE 2—Point "'P" from left film, and point “'P" from right film are separated 


Left and right eye converge Point "'P" at infinity behind 
2'/. inches. Film parallax is 2'/2 inches divided by 


magnification between film and screen picture. 


2"/2 inches at screen 


screen Screen parallax ‘Ss 


> 


SCREEN 


LESS THAN 2'2" 
FROM RIGHT PROVECTOR 


¥ P(RIGHT) 








eee FROM LEFT PROJECTOR 
(LEFT) ~ ie i 
™ a 


.\v RIGH 
Py 





“ 
LA 8 
“yl LEFT GVE 
FIGURE 3—Point "'P" from left film and point ''P’ from right film are separated 
less than 2!/2 inches at screen. Left and right eye looking at “P' (left) and "P” 
(right) separately converge at fused image ''P’ behind screen. Screen parallax is 
Film parallax equals above value divided by magnification. 


less than 2'/y inches 


A”) 


of 


SCREEN 


P(LEFT) 
ip o— 


~ 
yy 


ROM RIGHT, PROJECTOR 


F 
LEFT LOM 


AUECTOR 


me 


Pe ~~ "RIGHT EYE 
r 
@ LEFT EYE 


"P' from right film are separated 2!/2 


] 





| p ,2'? 
| (RIGHT) | a 


FIGURE 4—Point ''P” from left film and point 
inches at the screen but are reversed in position. Left and right eye looking at ''P" 
(left) and "P" (right) separately converge sharply and fuse image ‘'P" in front of 
2'/. inches. Film parallax is 2'/2 inches divided by 


screen. Screen parallax is 


magnification 











are superimposed exactly on the = screen 
plane, therefore the brain locates them only 
as one point at the screen surface. This is 
a case similar to the condition that would 
film 


standard two dimensional 


be produced by using only ome and 
one projector in 
projection, 

Now examine Figure 2: Here the point 
P from the left projector seen by the left 
eye is separated from the identical point P 
of the right projector, which is seen by the 


ac h 


eye is looking at its own point P, and the 


right eye, by a distance of 21% inches. 
axes of both eves are parallel, theretore the 
brain will fuse the images of the two points 
(far, far 


at a distance equal to infinity 


awav) behind the screen. 


Now take Figure 3: Here the distance 
between the images of point ? (left) and 
point P (right) is /ess than inches. 


Keach eve looking at its own point P will 
establish the 
hehind the 


converge and the brain will 
location of P 


screen, between the plane of the screen 


some distance 
and infinity. 
In Figure + the images of point P are 


again projected on the screen with a sepa 


ration of 2 inches, but this time the 
position ts completely reversed: the pro 
jection rays cross before they reach the 
screen. Again, since each eve will only see 


its own proper point, the visual axis of each 
eye will cross im front of the screen and the 
brain will locate the image of ? somewhere 
at the point of convergence in front of the 


screen, 


THE SCREEN PARALLAX 


The distance between the screen images 
of point P (left) and point P (right) is 
called the screen parallax for stereoscopt 
looking at the sketches in 
2-3-1-4—you will 


moved by 


projection. By 
the following order 
note that the point P may be 
from a_ position 


the brain’s imagination 


away out at infinity up to the screen 


then through it and into the center of the 
auditorium. If the point were the picture 
of a baseball, it could be thrown from deep 
center field and come hurtling into the spec- 
tator’s lap. Of course, the above example 


is an exaggerated case, though used in 


“trick” 


It is common practice to designate the 


stereoscopic photography. 


screen parallax (separation of correspond- 
ing points in the two pictures) as positive, 
or +2 inches, when the fused image is at 
intinitv behind the screen, as in Figure 2. 
‘The parallax is zero when the points con 


verge at the screen, as in Figure 1. And 
the parallax is—2!'2 inches when the points 
converge in front of the screen half way 


between the screen and the spectator. 

You will note that there is only a maxi- 
mum allowable limit of 2'% inches in order 
to place the complete depth of any scene 
between the screen frame and infinity, and 
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LIGHT 


is our business! 


In most theatres and drive-ins, and even many schools, 
colleges and universities you'll find Strong-made arc lamps 
are used to project brilliant pictures to the screen. 


In many of these theatres and institutions of learning you'll 
also see Strong arc and Mazda spotlights used to obtain a 
sparkling light on "'live'' shows. Colleges use them in their 
stadiums during "half-time ceremonies.’ Auditoriums, arenas, 
hotels and night clubs declare they have no equal. There's 
hardly an ice show or other traveling attraction that doesn't 
carry a battery of them. 


Strong goes to churches and Sunday Schools wherever 
hymn slides are used and audio-visual religious education is 
at work. In those instances as well as in schools with rooms 
which are difficult to darken, nothing has been found to equal 
the Strong arc slide projector. Hotel meeting rooms use 
them for sales meetings and engineers conferences where 


large images must be projected for viewing by sizable 
groups. With theatres and drive-ins this projector fills a long- 
standing need. 


Peek into any lithographing, printing or engraving plant. 
The odds are that you'll see Strong Grafarc lamps being used 
in the graphic arts processes. 


On the wings of planes carrying our fighting men, again 
you'll see Strong products. This time it is Strong searchlights 
occupying the place of trust. 


With Strong, designing equipment for pro- 
jecting light is a science and a business. That's 


why more theatres buy Strong-made projec- THE STRONG ELECTRIC CORPORATION 


tion arc lamps than any other make. 1 CITY PARK AVENUE TOLEDO 2, OHIO 


Please send free literature on The Mighty "90" lamp for screen 
widths —_ than 24 feet. The Mogul lamp for screen widths up 
° . 7 to 24 feet. [] The 46-ampere Utility for screen widths up to 20 
The Strong line includes lamps and com feet. The 1-KW Utility for screen widths up to 18 feet. The 
panion rectifiers designed for best results pirate — 7 [|] The Trouperette Mazda Spotlight. The 
oe > niversal Arc Slide Projector. 

under every condition. If you will tell us the 

size of your screen, we'll tell you the lamp you 


should use. 


NAME 

THEATRE 
STREET 

CITY and STATE 
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| SEAMLESS 
SILVER 


3-D 
| SCREENS 


Super-reflective screens for 
all third-dimensional processes 
and wide-screen systems; en- 
sharp, 


vivid 














gineered to assure 
brilliant with 
contrast in any theatre. 


pictures 


Produced of permanently 
flexible, seamless plastic. 
Clean-cut perforations, with 
no projecting fibres to im- 
pede sound or collect dirt. 
Fungus proof. Unaffected by 
Shipped with pro- 


moisture. 





tective coating. 


Only $1.50 


per square foot 


Write for free sample 
and details today! 











Now is the time 
to buy on time payments 


DRIVE-IN EQUIPMENT 


SYSTEM DI 501SS WITH 


@ Super Simplex 


Projectors @ H.I. Generator or 
@ Rotary Stabilizer Rectifiers 
Soundheads @ 250 W. Amplifier, 


@ Series 11 Coated Lenses Tubes & Monitor 


—made up of new and rebuilt like 
new components—ALL FOR $3495 
OTHER OUTFITS FROM $1595. Send for equipment listings. 
GET OUR LOW PRICES ON projectors, 


soundheads, amplifiers, speakers, underground 
cable, marquee letters, screen paint, ete 


5.0.5 CINEMA SUPPLY CORP. 
602 West 52nd Street, New York City 


WILLIAMS: 


SCREEN COMPANY 
1675 SUMMIT LAKE BOULEVARD 
AKRON 7, OHIO 


@ High Intensity Lamps | 





this limit 1s fixed regardless of the size of 
the picture screen. 

Let us assume that we have to fill a 
creen 24 feet wide with a standard 35mm 


film trame having a width of 0.825-inch. 


Ihe magnification from the tilm to the 
creen in this case is 350 times. Theretore 
the maximum separation of 2 inches 
between points in the two images on the 
screen can only be an infinitely small 
umount on the two films. In other words 


the printed separation, or parallax on the 


left and right hand films of the stereoscopic 


pair, will be 2% divided by 350, which 
equals 0.007 inches. This means. that 
those two points would appear on the films 
as if each were printed off center by 


0.0035-inch. 

‘The 
stereoscopically depends upon the distance 
The 
an object is kocated, the less 
the 


ability of the human eve to see 
between the observer and the object. 
tarther away 


perception will observer have of its 


depth, or third dimension. 
LIMITING DISTANCE VARIES 


This limiting distance varies for differ 


ent persons. Let us assume that objects 
beyond a distance of 600 feet do not pro 
duce any stereoscopic effect; in other words, 
that everything beyond 600 feet is at in 
to the eves. 
the 


600 


finity Then a parallax of 2% 


inches at screen will 
feet 
yond in depth behind the screen. 


the 


represent points 


starting at and everything be- 


Since most of action in any scene 
should take place near the observer, let us 
say that this action ranges over an apparent 
space of 60 feet behind the screen (plane 
This principal zone 


10 of the 


of the screen itself). 


then will be covered by only | 
total permissible screen positive parallax of 
2.5 inches, and that is +-0.25 inches. On 
the film this smaller quantity will be re 
duced to a parallax separation of little 
less than O.001 of an inch. 
Vhis that in 


exact 


means order to maintain 


the relationship between all points 
on the two projected images so as not to 
distort the original shapes and the curves of 
depth, the two films should be exposed, 


printed and projected in machines with 
zero error of registration and with a zero 
amount of lateral motion. 

It has been determined that about 70% 
of our theaters have screens ranging trom 
16 to 25 feet wide and averaging a mag 
nification of 300 times, which is very close 
to the example used above. ‘The necessity 


for extreme accuracy in film stock manu- 
facture, and absolute precision in camera 
and processing equipment cannot be over 
the small 


to be maintained in 


emphasized if infinitely film 


parallaxes are order 
to achieve maximum stereoscopic resolution. 

The effects of trick 
photography can be produced easily and 


startling stereo 





| control - track 


~OVUPER 
LOZ 
Saveyy 


“Servict’ 





Replacement of 
worn parts in your projector is the small- 


est item of good theatre maintenance 





y/ 
—and yet the most vital to 4 


patron satisfaction. 


HAVE YOUR PROJECTION 
EQUIPMENT INSPECTED REGULARLY! 


LAVEZZ| MACHINE WORKS 
4635 West Lake Street 
Chicago 44, Illinois 





RICHARDSON’S 


BLUEBOOK of 
PROJECTION 


SEVENTH EDITION 


For over three decades, through edition 
after edition, this celebrated work has 
grown with the technics of the screen art. 
loday it is known among projectionists 
throughout America and much of the rest 
of the world as the projectionist's standard 
textbook. 


Now in the current Seventh Edition 
this standard textbook on motion picture 
projection and sound reproduction brings 
the-minute guidance. Contents in- 
clude four chapters on Theatre Tele- 
vision, prepared for the practical instruc- 
picture projectionists, 


25 


‘va. 


QUIGLEY BOOKSHOP 
1270 Sixth Ave., New York 20, N. Y. 


up-t 


tion of motion 

and a chapter on 
and 
stereophonic repro- 
jJuction. Order sel 
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require the minimum amount of equipment 
accuracy; but these tricks in themselves 
will not sustain public demand. ‘The real 
beauty and artistic appeal of true stereo- 
scopic pictures which will maintain a pub- 
lic for the motion picture can only be ob- 
tained by reproducing accurately all the 
scales of minute differences stored in the 
stereoscopic pairs of films in the projection 
room. 

The new well made three-dimensional 
films may only be fully exploited if the 
theatre projection equipment is tae best 
available. It must be remembered that 
two projectors are operating simultane- 
ously to deliver two pictures on the theatre 
screen. 

The eyes of the spectator are trying to 
focus on each picture individually and to 
converge every detail into a fused three- 
dimensional image. ‘The slightest relative 
vertical displacement of the two pictures 
will force the viewer's eyes to twist; the 
slightest lateral change in spacing of the 
two films will cause the eyes to change 
their picture-fusing, or to change the loca- 
tion of the points of convergence. Loss 
of focus in either projector, or excessive 
difference in brightness between pictures, 
will impair the three-dimensional effect! 

All the above defects which can result 
trom slightly worn, defective, or old-style 
projection equipment will not only produce 
picture distortion, but will cause excessive 
eye strain and fatigue to such an extent 
that patrons may lose all interest in stereo 
scopic motion pictures. 

Only rock-steady, accurate projectors, 
correctly aligned, and properly operated 
will reproduce faithfully all the small dif- 
ferences of stereoscopic parallax which can 
give such true details in well made three- 
dimensional pictures. 


U. S. EQUIPMENT IN FRANCE 


U. S. equipment has been installed in the projec- 
tion booth of the SOGEC Company's Cinema Rio 
in Bordeaux by Brockliss Simplex, French dis- 
tributor for National Theatre Supply Export, New 
York City. The equipment includes Simplex XL 
projectors and sound system, Peerless Magnarc 
lamps, Hertner H, |., generator and an Ampro 16 
arc projector. 
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As the orig 
theatre Bal 
age unit for 
layout of the 
of property 


jection and concession room p! 


to purchaser f Ballantyne 
ing your drive-in resolves 


equipment for drive-in- 
s the only complete pack- 
Ballantyne also offers ¢ 
u desire on your ow! 
ramp detail 


eg 
i 


itself te uur securing a dirt 


man and a local contractor to erect the projection and 


concession room building 
the simplest terms. Write 


The Royal Soundmaster 
Model 9 Soundheads 
More new features, sim- 
plified design, and 
advanced engineering 
makes them the most 
Outstanding sound re- 
producer available — re- 
gardless of cost 


Your problem is reduced to 
for complete free details 


aa te 


Lightmaster Madel 4570 
Arc Lamp, 45 to 80 am- 
peres. Provides brilliant 
light for even the larg- 
est theatre or drive-in 





a “Er. ?RECY" 
BOYER PRE fap 
SCREEN TOWER 


SOLE DesTIngUTCR j 
TME BALLANTYNE CO. Gat 


The Boyer “E-Z" Erect 
Prefab Screen Tower for 
those who prefer a com- 
plete “packaged” screen 
tower 


For those desiring to 
build their own screen 
tower and concession 
stand, plans, blue prints 
and layouts are avail- 
able without cost to 
purchasers of Ballantyne 
equipment 


speaker tor 
designed outlast 
speaker 3 to 1 yet it 
than ordinary speakers 


MX Series Deluxe Amplifier § 
for Drive-in leatre Con 
packaged plification fe 
400 to 1200 car RX Serie 
also available for from 400 
Single or dual channel 


3 Dimensional Electric and Mechanical Conversion 
Hookups for Most Model Sound Heads Now Available 


1928 25 seen 


YEARS OF Prompt, 
EFFICIENT, COURTEOUS 
SERVICE 


and you protect 
your box office 


~ RCA Service Company, Inc. 


A Radio Corporation of America Subsidiary 
Camden, N. J. 












NEW THEATRE LIGHTING TOOL 





CONTINUED FROM PAGE 10 





‘ lue-white n the proper 


The 


mixed with red, or pink, in 


proportion 
vhite light is obtained same is true 
eT rreen 
’ ly] 

iDi¢ mounts 


When 


produce light of a 


two colors are used together to 


color interesting 


third 


colored shadows of the object illuminated 
Dilution of the individual colors 
or waicraves, with white Liske will prodece 
tint 


bemyg 


Phe pink and b 


} ue-white lamps 


tints rather than strong colors, are particu 
larly useful where a_ colorful effect is 
wanted, together with minimum distortion 
in the appearance of colored surtaces and 


comple sion 
\Iany applications of these new reflector 


color lamp In motion picture theatres sug 


vest them elves In veneral, thes are ap 


plicable wherever other types of reflector 


ized lamps with separate color filters have 


previou ly been used, but with vreater sim 


plicity of maintenance and of changing 


inother 


from one color to 


throughout the theatre, In lobby foyer, 
rest) room et they may be used dec 
oratively and to supplement the general 
circulation lighting. Much variety and in 
terest can be created in an area by using 
individual reflector color lamps to high 
livht drinking fountains, direction signs, 
tatuary, bas-reliefs, etc.; or several lamps 
may he Hie unted on the ceiling, or behind 
benches, to light the walls, lending a greater 
feeling of spaciousness. 

In thre iuditormum, all ot the colors are 
uit ible COnCE iled im coves COTNICEes, and 
other architectural elements to provide col 
orful, decorative wall or ceiling lights 


POSTERS AND SNACK BAR 


kor display lighting, the controlled beam 


of colored light from the new lamps. is 
ideal. Posters of current and coming at 
tractions, as well as other bulletin boards, 
can be spotlighted in color. In many cases, 


on oft the four strong colors will produce 


the most attention-getting eftect; in others, 


it mav be more 


blue-white tints so as 


desirable to use the pink ot 
to retain more of the 
original coloring of the poster, while still 


producing t subtle color “ ish, 


Ar othe 


aot thre colors 


re treshment stand, one or more 
used to invite attention 
to highlight 


The vellow 


may ve 


to the area. Individual spots 


featured items are a vood idea 


reflector color lamp, tor instance, could be 


used to spoth tht the popcorn and bring out 


1] 
volden tints 


\ few lamps timed at the box-office can 


a colortul magnet tor customers as 


SCT V¢ i 


illumination. 


well as build up the 






50 





(ne of the requirements of the general 


lighting in the various circulation and 


lounge areas is usually that it should main 


tain a relatively natural appearance of pa 


trons’ complexions and clothing. ‘Vhus the 
two reflector color tints, pink and blue 
white, are recommended for general 


lighting applications. Used as downlights, 


alone or supplementing other forms 


either 


of filament or fluor 
escent general light- 
they are 


Iny, parti 


cularly useful in 
lobby, foyer, and 
lounge, and in. the 


auditorium as house 


lights. The blue 
white lamp_ blends 
G-E reflector color ©!) well with the 
lamp. A color filter is color of cool white 


permanently applied fluorescent lamps, 
over the bulb face and 


uncolored 
the reflector. 


Just as 
incandescent lamps 
blend ‘The 


pink lamp Is Parti ularly flattering to com 


with warm white fluorescent. 


plexions; hence it is a good choice for light 
ing in lounge and rest rooms. 

Under the marquee and in the entrance 
way, the use of recessed reflector lamps has 
been a highly effective means of building 
up sidewalk and building-front brightness 
to high levels. If R-40 lamps are recessed 
underside of the that 


in the marquee so 


their taces project slightly, a sparkling et 


tect can be produced. For a more dig 


nified, restrained appearance, the lamps 
should be completely recessed, Pink or blue 
white reflector color lamps would be emi 
nently suitable here, producing subtly col 
ored lighting while maintaining the natural 
ippearance of patrons and passers-by. In 
many cases, the arrangement of sockets may 
allow the use of two or more colors in 
interesting patterns. 

lhe vellow, pink and blue-white reflector 
color lamps are appropriate for use— in 
three-color-circuit stage border lights, pat 
theatres where the 


ticularly in stage Is 


used relatively seldom and a minimum in 
vestment in lamps and equipment is desi 
able 

\ll the colors may be used to flood ex 
terior theatre-building surfaces with colored 
light for 


pearance. Lamps may be hidden in back of 


a highly attractive night-time ap 


shrubbery concealed behind a valance along 
the building cornice, or mounted on the 
marquee or root. 
Colored 


can do an 


lamps concealed from normal 


view effective job of lighting 
shrubs, trees, flowers, and other landscap 
ing elements of outlving theatres set back 


in a landscaped plot. Yellow, green, and 






blue-white are particularly good on foliage. 
For outdoor applications, the reflector color 
lamps should be protected from the weather 
by suitable housings so that no water can 
strike them. Often the building itself pro 
vides adequate protection from the weather, 
mounted under the 


as when lamps are 


marquee. 
DRIVE-IN APPLICATIONS 


For drive-in theatres, these new lamps 
offer many opportunities for using colored 
light to advantage. For instance, roadside 
identification and direction signs, entrance- 
way and box-office, posterboards, inside and 
outside of buildings housing restrooms and 
refreshment counters, and trees and shrub- 
bery, particularly around the base of the 


Nearly all 


quire protection of the lamps from weather. 


screen. these applications re- 

‘These new reflector color lamps are sim 
ilar in size and shape to ordinary 150 watt 
R-40 reflector lamps and are designed for 
operation on 115-125 volt circuits, The col 
ors—red, green, yellow, blue, blue-white, 
pink 
vlass bulbs, will not crack, 
bulb frost 
tvpe light distribution. 


and are permanently fired on the 


fade or discolor. 


‘The reflector and are designed 


to vive a “Spot” 


The simplicity and versatility in use of 
these new lamps should make them very 
helpful to the motion picture theatre owne! 
and manager. ‘Vhey can help create the 


bright, cheerful atmosphere traditionally 


associated with motion picture showman 


ship and, by doing so, they can help keep 


movies “better than ever” for both. the 


patron and the theatre operator. 


ONE MILLION IN-CAR SPEAKERS! 





The millionth RCA in-car speaker for drive-in 
theatres was presented to W. W. Watts (left), 


vice-president in charge of RCA _ Engineering 
Products Department, by Jack O'Brien, theatre 
equipment manager, at the annual meeting of 


the company's theatre equipment field sales rep- 
resentatives at Camden, N. J., recently. 
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About People 
of the Theatre 


AND OF BUSINESSES SERVING THEM 
+ 

‘The appointment of FRANK O. HEIN- 
SOHN to the position of branch manager of 
the American Seating Company’s branch at 
Los Angeles has been announced by JAMES 
M. Ver\IeEuLen, vice-president and gen- 
eral sales manager of the company, which 
has headquarters in Grand Rapids, Mich. 
Mr. Heinsohn succeeds Grorce W. Perer- 
sOoN, who recently retired after 42 years’ 
with the Entering the 


service company. 


Frank O. Heinsohn George W. Peterson 


public seating field as a representative tot 
the Theodor Kuntz Company in 1923, Mr. 
Heinsohn later served as branch sales man- 
ager. Since that time he has had a variety 


of sales-management experience, joining 
American in 1949 as a sales representative 


in its new Pennsylvania branch. In 1950 
he was transferred to Los Angeles as branch 


sales manager. 


J, V. CaupILz, Jr., has been appointed 
manaver of the Colonial and Strand theatres 
in Canton, N.C. 


250-car drive-in is being con- 
at Springfield, Ga., by R. W. 


A new 
structed 
WILSON. 


HerRMAN ParrisH has resigned as man 
ager of the Westport theatre in Baltimore, 
and succeeding him is WiLtArp FAGIN, 
formerly relief manager for Hicks Theatres 
of that city. 

Mr. and Mrs. Donn P. DRAKE have 
purchased the Batavia drive-in, located near 
Batavia, N. Y., from R. ‘T. Bancock. 


JouNn RuGe, previously employed by the 
RKO theatre in Columbus, Ohio, has been 
named manager of the Uptown theatre. 
with the 


Ross CAMPBELL, previously 


Black Hills Amusement Company, New- 


BETTER THEATRES SECTION 








GENERAL INQUIRY COUPON 


for types of product NOT ADVERTISED in this issue 


Please use coupon and refer to item by its number in listing when- 
i 


ever possible; otherwise explain in spac 


ADVERTISING 
101—Cutout devices 
102—Display frames 
103—Flashers 
104—Lighting fixtures 
105—Letters, changeable 
106—Marquees 
107—Signs, attraction 
108—Signs, theatre name 


AIR SUPPLY 

20i—Air cleaners, electrical 
202—Air washers 
203—Blowers and fans 
204—Coils (heat transfer) 
205—Compressors 
206—Conditioning units 
207—Control equipment 
208—Cooling towers 
209—Filters 

210—Grilles, ornamental 
211—Heaters, unit 
212—Insulation 
213—Motors 

214—Oil burners 
215—Outlets (diffusers) 


ARCHIT'RE & DECORATION 
30!1—Acoustic plaster 
302—Acoustic tiles 
303—Black-light murals 
304—Decorating service 
305—Fabric 
306—Luminescent paints 
307—Mirrors 

308—Porcelain enamel tiles 
309—Tiles, ceramic 
310—Wall boards and tiles 
311—Wall paper and plastics 
312—Wood veneer 


DRIVE-IN THEATRES 
401—Admission control system 
402—Box-offices 

403—Design service 
404—Electric cable (underg'd) 
405—Fencing 

406—In-car heaters 
407—In-car speakers 
408—Insecticide foggers 
409—Lighting fixtures (outd'r) 
410—Screen paint 
411—Screen towers 
412—Signs, attraction 
413—Signs, name 

414—Signs, ramp and traffic 
415—Stadium seating 


EMERGENCY 

50!1—Fire extinguishers 
502—Lighting equipment 
GENERAL MAINTENANCE 
601—Blower, floor cleaning 
602—Brooms and brushes 
603—Carpet shampoo 


ovurrerere 





604—Cleaning compounds 
605—Deodorants 
606—Disinfectants 
607—Gum remover 
608—Ladders, safety 
609—Lamps, germicidal 
610—Paint, aud. floor 
611—Polishes 
612—Sand urns 
613—Soap, liquid 
614—Vacuum cleaners 


FLOOR COVERINGS 
70i—Asphalt tile 
702—Carpeting 
703—Carpet lining 
704—Concrete paint 
705—Linoleum 
706—Mats, rubber 


LIGHTING 

801—Black-light equipment 
803—Dimmers 
804—Downlighting equipment 
807—Luminaires 

(See also Advertising, Stage) 


LOUNGE FURNISHINGS 
901—Chairs, sofas, tables 
902—Cosmetic tables, chairs 
903—Mirrors 


PROJECTION and SOUND 
100!—Acoustic materials 
1002—Acoustic service 
1003—Amplifiers 
1004—Amplifier tubes 
1005—Cabinets, accessory 
1006—Cabinets, carbon 
1007—Cabinets, film 
1008—Changeovers 
1009—Cue markers 
1010—Effect projectors 
1011—Exciter lamps 
1012—Fire shutters 
1013—Hearing aids 
1014—Lamps, reflector arc 
1015—Lamps, condenser 
1016—Lenses, condenser 
1017—Lenses, projection 
1018—Microphones 
1019—Mirror guards 
1020—Motor-generators 
1021—Nomsync. turntables 
1022—Photoelectric cells 
1023—Projectors, standard 
1024—Projectors, 16-mm. 
1025—Projector parts 
1026—Projection, rear 
1027—Public address system 
1028—Rectifiers 
1029—Reel and alarms 
1030—Reels 
103!—Reflectors (arc) 


indicated for aumbers. 


1032—Renovators, film 
1033—Rewinders 
1034—Rheostats 

1035—Safety devices, projector 
1036—Screens 

1037—Speakers and horns 
1038—Splicers 
1039—Soundheads 
1040—Stereopticons 
1041—Tables, rewind 


SEATING 

1101 —Chairs 
1102—Expansion bolts 
1103—Fastening cement 
1104—Foam rubber cushions 
1105—Upholstering fabrics 


SERVICE and TRAFFIC 
1201—Crowd control equip't 
1202—Directional signs 
1203—Drinking fountains 
1204—Lockers, checking 
1205—Uniforms 
1206—Water coolers 


STAGE 

1301—Curtains and drapes 
1302—Curtain controls & track 
1303—Lighting equipment 
1304—Rigging and hardware 
1305—Switchboards 


THEATRE SALES 
1401—Candy 
1402—Candy Machines 
1403—Grills 

1404—Gum 

1405—Gum machines 
1406—Ice cream 
1407—Popcorn 
1408—Popcorn machines 
1409—Popping oil 
1410—Soft drinks, bottle 
1411—Soft drinks, syrup 
1412—Soft drink dispensers 
1413—Showcases 
1414—Vending carts 


TICKET SALES 
1501—Box offices 
1502—Changemakers 
1503—Signs, price 
1504—Speaking tubes 
1505—Ticket choppers 
1506—Ticket registers 


TOILET 

1601—Hand driers, electric 
1602—Paper dispensers 
1603—Soap dispensers 
(See also Maintenance) 


VENDING—See Theatre Sales 


ves wove 


(TO BE MAILED IN SIGNER'S BUSINESS ENVELOPE) 
To Better Theatres Service Department: | expect to buy products as indicated 
by the reference numbers below, and | would like to have the manufacturer 
thereof, or their dealers, get in touch with me. 








Name 


Address 


Theatre 














tle, Wyo., h ought the Orpheum 
theatre in Sheridan, Wyo., from kox Inter 
mountain Theatres, Denver 

Horack SPENCER has been appointed 
manayer of the Cs ind theatre at I ther 


lle, lowa, an operation of entral States 
| heatre Des Moine 


Lorrt ivned 


replacing Do 


who re 


Cinderella theatre 


announced by | 


Kedecoration of the 


in Wetroit has been nited 


Detroit ‘Vheatres 


SAM CORNISH, manager-partner of the 
Niantic ‘Theatre Corporation Niantic, 
Conn., recently marked his 41st year in the 
filin industry 

\ 350-car drive-in is planned for con 
truction near “Pwo Harbors, Minn., by 
JoserH Powers, former Minneapolis ex 
hibitor, and Wittiam Houisky of “Two 


Harbors. 


Opening of a new 500-car drive-in, called 


the Union, at New Albany, Miss., has been 
et for May 15 by Davin Fur XER, head ot 
Klexer Theatres, Inc., with headquarters 


in Memphis, Tenn 


kart CUNNINGHAM, veneral manager 


of the Fountain Square in’ Indianapolis, 


recently celebrated his 35th anniversary in 


the motion picture business, 


Meck .roy, 


‘Theatres, In 


friomas | president of 
Broodmoor New Orleans, 
has purchased the Joy theatre at Monroe, 
New 


La trom Jos ‘Theatres, In also ot 


Orlean 


AT ADOLPH ZUKOR DINNER 





Charles Okun, theatre sales representative for the 
Coca-Cola 
is shown above with part of his party at the Adolph 
Zukor Golden Jubilee Dinner held early in March 
at the Waldorf Astoria in New York. Mr. Okun 
has been with Coca-Cola for 30 years and, inci 


Company, fountain sales department, 


dentally, was celebrating his 3ist wedding anni 
versary about the time this picture was taken. 
With him above, from left to right, are Mrs. W 


N. Andrews, Mr. and Mrs. L. A. Connally, Mr. 


and Mrs. Okun and Mr. Andrews 
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AT QUIGLEY AWARDS LUNCHEON 





Representatives of theatre equipment companies 


were also among the industry advertising-publicity 
executives attending the 19th annual Quigley Show- 
manship awards luncheon held in mid-March at 
Toots Shor's restaurant in New York. Shown above, 
left to right, are J. F. O'Brien, theatre equipment 
sales manager, RCA Victor, Camden, N. J.; Ray 
Gallo, advertising manager of BETTER THEATRES: 
and Mead Walworth, sales promotion manager, 
Westrex Corporation, New York. Film campaigns 
submitted by theatre managers were examined 
and voted upon by the panel of judges at the 
luncheon 
a 


Construction of a new drive-in called the 
Kent, near Dover, Del., is now 
by the George MM ‘Theatres, of 
Dover. 


underway 


Schwartz 


Bernstein Theatres, Hammond, Ind., has 
begun construction of a new 8O0O0-car drive 
in at Miami, Fla., 


uled for June. 


with an opening sched- 


The Bocanita theatre in Scottsboro, Ala., 
has been leased from J. A. SNODGRASS by 
CHARLES WEBB, 


“Teo” Prouty has been named manager 
of the Victory theatre, New London, Conn. 


The Majestic theatre in Springfield, 
Ohio, was recently given a spring “‘tace- 
lifting,” which included reconditioning of 
the seats. 


Starlite drive-in at Rock Springs, Wye., 
has been purchased by C. FE. BrapsHaw, 
owner otf the Inland theatre at Martin, 
S. D.; his son, Russert BrapsHAw; and 
WittiaMm WELLS. 

Following extensive redecoration and re- 
modeling of its front, the Lyric theatre in 
Harrison, Ark., an operation of Common- 
Kansas City, Mo., 


BRANSCUM is man- 


‘Theatres, has 


Dov 


wealth 
been reopened. 
aver. 

Grorce FE, SAWYER recently resigned his 
position as manager of the Victory theatre, 
New Schine 


circuit mn ‘Toledo. 


London, Conn., to join the 


The Y & W Management Corporation, 
Indianapolis, has assumed operation of the 
Cascade drive-in at Bloomington, Ind. 





head 


Amusement 


Carro_t J. LAwter, formerly 


booker for the Jamestown 


Company, New York, has been appointed 
general manager of the Hartford Theatre 
Circuit, Hartford, Conn., succeeding the 
late Gus SCHAEFER, 
CHARLES ‘TIERNEY, who was assistant 
manager of Warner’s Roger Sherman thea- 
tre at New Haven, Conn., has been pro- 
circuit's 
Before 
coming to Connecticut, Mr. ‘Tierney was a 


moted to manager of the same 


Palace theatre in Rottington, Conn. 


manager with Associated British Cinemas, 
Warner affiliate in England. 

Plans for building a drive-in at 
Havana, Cuba, has 
Ropert LONG, formerly co-owner of the 
Rebel drive-in at Baton Rouge, La. 


new 


been announced by 


Work is now underway on A. and 
GeoRGE BAcKEs’ new 400-car 


Harvey, N. D 


drive-in at 


HayDEN Owen has been named 


ager of the Rivoli theatre in LaCrosse, Wis. 


man- 


Exhibitors at the 
Drive-in Convention 


(Continued from page \3) 


Hoffman House Sauce Company, Madi- 


son, Wis.: sauce for frankturters, steak, 
hamburgers, ete. 
Dairy Service Company, Menominee, 


Wis.: butter 
Hollywood Servemaster Company, Kan- 
sas City, Mo 
Robert A. 


kee: automatic hot chocolate dispenser. 


server. 


: “Servette” popcorn warmer. 
Johnston Company, Milwau- 


Merchandising Corporation, Milwaukee: 
animated popcorn warmer and open front 
serve-yourself unit. 

Inc., Milwaukee: bev- 
erage and ice cream machines. 

Supurdisplay, Inc., Milwaukee: open top 


Supermatic Sales, 


popcorn box, automatic butter dispenser, 
ice cream display. 
Poblocki & 
‘Permascreen”’ 
Baby 
pie equipment. 
Dad's Root Bee 
root beer and dispenser. 
Drive-In Theatre 
pany, Kansas City, Mo.: 


in-car speakers, house blowers, aisle 


Milwaukee ° display ed 


tower. 


Sons, 


Pizza Company, Chicago: pizza 


Company, Chicago: 


Manufacturing Com- 
“Standee”’ speak- 
ers, 
lights, signs, 

Hires Company, Philadelphia: root beet 
and dispenser. 

Brulin & Company, Inc., Indianapolis: 
wood control chemicals. 

Frigidaire Division, Dayton, Ohio: auto- 


matic ice cube maker. 
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C C .. . because we want more than just a good 


movie. We want a brilliant, steady picture; and we 
want a speaker that brings clear, natural sound into 
our car. We don’t want to go to drive-ins to squint 
at dark, hard-to-see pictures. We don’t want to put 
up with speakers that rattle or blast or muffle sound. 


Now, we go to the drive-in that gives us 
the best presentation of films! ele) 


Your patrons are growing more and more conscious 
of quality in projection and sound . . . and exhibitors 


the world over know—the standard of excellence is 
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PROJECTION and 
SOUND SYSTEMS 








